


| WorTH TOOLS 


TAILOR-MADE FOR TODAY’S MARKET 
PRICED RIGHT — SELL EVERYWHERE 


. EACH TOOL INDIVIDUALLY TAGGED 








Styled in New Matched Stafford-Finish 
CREASE IMPULSE-SALES WITH THE WorIH* TOOL PLAN 


For the purpose of better ee esien is certain distribu- 

fors sell the WORTH TOOLS under their own private 
ds. All such carry this SYMBOL in addition to 

the brand name. It is your protection . . look for it. 
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Yes sér...There’s a WOOSTER BRUSH 
e ° by YALE 
For Every Painting Need iW 
The fan 
The wide diversification of the Wooster Brush lines enables Wooster F cludes wa 
Dealers to meet all brush demands — professional or amateur — 
and to successfully compete price-wise with any other top-quality 


painting tool. Ask your jobber for details. 


BSuper Pin- 


WOOSTER BRUSHES }\:* 


FOSS-SET 


BRUSH MANUFACTURERS SINCE 1851 Wivian 
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Foss- “SEY THE WOOSTER BRUSH COMPANY - WOOSTER - OHIO OOSTE 


IF IT’S WORTH PAINTING IT’S WORTH A WOOSTER BRUSHE ARDWARE 
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A PADLOCK FOR EVERY 


Purse, Purpose 
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each with the name 





to help make the sale 





\There’s a lot of value in having the 
jname YALE on a complete price range 
) of padlocks. 

You can offer your customers several 
i degrees of security ... with prices (and 
your profits) in proportion ... backed 
by YALE dependability. 

The famous YALE “Silver Six” in- 
eee cludes warded, disc-tumbler and pin- 
rate tumbler padlocks. Then there’s the 
ene 4 ~High-Grade Pin-Tumbler Pad- 
Hlock, made from a solid block of brass. 
HAnd, for the utmost security, the 840 
pSuper Pin-Tumbler Padlock with case- 
oe steel shackle and locking at 
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HE YALE & TOWNE MANUFACTURING COMPANY 
Stamford, Conn., U.S. A. 
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For the “30 two years, the sales volume of Storage Type 


Electric Water Heaters has been over 1,000,000 units a year. 
This represents more than $126,000,000 annual sales volume, 
and that’s not peanuts in anybody's language. 


If you didn’t promote and sell Electric Water Heaters, how 
much of that volume did you miss? 


Proof that Electric Water Heaters are what people want 


Not only actual sales volume. but surveys—by such maga- 
zines as MeCall’s and Successful Farming, and by NEMA 
—show the rapidly increasing demand for modern Auto- 
matic Electric Water Heaters. 


Here’s WHY people want Electric Water Heaters 


This trend is growing daily as —_ see for themselves the 
many advantages of the modern Automatic Electric Water 
Heater: 


(1) Automatic (continuous hot water, no attention); (2) 
CLEAN (smokeless, sootless); (3) DEPENDABLE AND TROUBLE- 


FrEE (as electric light); (4) Economica (fully insulated 
storage, short hot water lines); (5) SAFE (all electric, depend- 
able temperature control); (6) FLEXIBLE (can be installed 
anywhere, even in living quarters; no flue or vent). 


Here’s why dealers like to sell Electric Water Heaters 


Not only do people want to buy Electric Water Heaters, but 
dealers like to sell them because of: 


© Larger Individual Sales. One Flectric Water Heater 
represents as much dollar volume as two or three smaller ap- 
pliances. Each sale also represents . . . 


© More Profits for You. Dealers make attractive a 
on the sale of Electric Water Heaters. And there is also the 
added advantage of .. . 


e Pleased Customers who come back to you for other 

electrical appliances and services. 

That’s why you're missing plenty of sales and plenty of 

— unless you stock and sell modern Automatic Electric 
ater Heaters! 


ELECTRIC WATER HEATER SECTI 
155 East 44th Str 
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During the six years preceding war-time manufacturing restrictions, 
sales of Automatic Electric Water Heaters almost tripled. Since the 


war, sales have really soared. The years 1947 and 1948 showed a / 








gain of more than 500% over the best pre-war year. This points to 
a high volume for years to come. The Electric Water Heater is 





what people want! 
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Source: January, 1949 Statistical Issue, Electrical Merchandising Industry Figures “eveloped from Statistics compiled by NEMA. 
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TOM HENDERSON 
FAMOUS COLLIER'S CARTOONIST 


‘Herb sure is on the ball! 


He knows -— 


—~Q— Evosithing Hinges On Hager/ 





C. HAGER & SONS HINGE MFG. CO. « St. Louis, Mc > “ 


FOUNDED 1849— EVERY HAGER HINGE SWINGS ON 100 YEARS OF EXPERIENGH 


HARDWARE AGE, JULY 14, 19 IARDWARE 





zen? name ¢ 
Or your old friends* 


pROTU TOOLS 
pil Ws 


gest news in 
the tool industry today- The 
ROTO cools 


pe tools a 
re now 
named P 
e chan 


tools. Tt 

1 

e line is more complet 
arising, a” 
sales. © 
\ wndustry 
ools 


re a 
\inB pio omb 


»Al \\ 
0 nesly 
for ality 1s higher and 
. helps are offered to be cre 
yost your rool 


b 
wert 
“ai gale? 
me that 
s making news 1n the too 
sh PROTO © 


je 14 
, more profits for dealers. Pu 


maki ng 
aly Pplomb tools. 
W rite for catalog to 


pLoMB TOOL COMPANY 
‘ igor 


wm som Fe Avenue + Los Angel 
es 9 i ‘, 
4985 


gaan 


PROTO * TOOLS 


REG. U.S 
MADE 


PAT. OFF LO 
=) aAXceres 
IN U.S.A 


4 > 1 4 






















10,000,000 EYES 
are looking fory 


Eye-caitching General Electric ads like this — repeated over 
5,000,000 times —will steer buyers of electrical equip- 
ment into your store — 





















This month, G-E Shop — Farm — Home 
equipment dealers from coast to coast are 
in the spotlight! Powerful full-page ad- 
vertisements in national, regional and 
state farm papers are telling buyers that 
the G-E dealer is the place to buy work- 
saving electrical equipment for the shop. 
the farm and the home. 
race! Will you be able to cash in on this 
strong promotion? 


paul 


hom? 
—_ 
© ter 


sho 

There's still time! Call your G-E dis- 
tributor TODAY and get the facts on 
profitable G-E Equipment for Shop — 
Farm — Home. Apparatus Dept., General 
Electric Company, Schenectady 5, N. Y. 
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Glass, edge-lit counter sign GEL-1015. 
Road & Fluorescent Window models also available. 


om Gou can foul yout confidence nm — 
GENERAL go ELECTRIC 


. 674-10 
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An Important Message From 
Your Reo Lawn Mower Jobber 


for Rea power lawn mowers in 1949, caused loss 
OE NS A 
ing their Rea orders. 
Ajier preuiewing the Rea program for 1950, it 
pen again unless you get your Rea orders in at once. 
Gon, in 1950, the new Rea line- now low. prices, 
CUE, There it us doukt that again—Reo will be 
We urge you— Place your order nou for 1950 Rea 
I eT a ee 
feo fobbers 





FOR DETAILS — TURN THE PAGE 






10,000 LAWN MOWER DIE 


“IN THE 1949 BUYERS’ MARKET 


| : Pee | HER 
anouncing: REO’s NEW LINE for 1950 <r cates 2% 2) | mor 


..+ Why They Buy REO ina BUYERS’ MARKET 
Reo’s lawn mower line—the best buy of ’49 will lead the parade Gok &: Ra Some. me 
again in 1950 with new sales features, NEW LOW PRICES. Volume ‘ is . 


buying, plus improved design result in savings that are being passed 
along to you and your customers—with NO reduction in profit margins. 


In the 


tomers 
price, b 


Reo announces new models, including an electric power mower, Mo 


with potential customers running into millions. 250.000 


MORE REO 

ADVERTISING dealers 
Reo’s “Red Wagon” and “Scooter” ads sales. W 
were the talk of the trade. And they sold of your 
Reo’s like crazy. There will be more big ; 
page full color ads like them next year in 


powerful national magazines. Reo sells PROM 


mowers for you. 
again wit 


Convenient grass another ¢ 


ROYALE \ catcher. Attractive ‘ : mower Sa 


canvas with 


Model WD-21 \\ Bes tal bott . COA 
\ Roos i metal bottom. " ~ , 
21" cut, ma NO ou “ 
<= “@, aoe wide syst 


P —s . ; _.. Ww rs constant) 
PROFI1 


Maintaine 





investmen 


Onder 


REO “TOWN HOUSE” Electric Mower 


Model WDE-21— 21’ cut 


REO... you're really in the lawn mower business | 
MOW MORE PROFITS WITH REO 





DEALERS SAY: 


ee SOUGHT REO”... . 






HERE’S WHY THEY’LL BUY — 


more than ever before in 1950 






















In the 1949 Buyers’ Market 10,000 Reo lawn mower 

dealers report it’s been the biggest year ever. Cus- 

tomers were shopping. They compared size, power, 

price, brand reputation, quality—and they bought Reo. 
More sales for 1950 are being made now by the 

250,000 satisfied owners who, today, mow With Reo. The 

1950 dealers who order early will get the profits from these 

sales. We urge you to place your order at once to make sure 


oter’’ ads 
they sold 
more big 
‘xt year in 
Reo sells 


of your share later. Order from your jobber. 


PROMOTIONS THAT MOVE MOWERS. Here we come 


again with another sensational Christmas promotion. This year 
another color ad in the POST, in December, to bring you EXTRA 


mower sales when you need them most. 


COAST-TO-COAST SERVICE. Reo’s nation- 


wide system of service distributors and dealers is 


constantly expanding to insure Customer satisfaction. 


PROFITS PROTECTED. Reo prices are 


maintained under Fair Trade laws. Your 





investment in Reo is protected. 


Onder from your jobber carly 
_———= 


- <a 


\. REO Noiseless Hand Mower 
\\ Model D-17— 17” cut 





REO REO MOTORS, INC. Zea 





REO Deluxe TRIMALA 
Model RD-25—25. cut, 


With easily attached 
wing units Trimalawn 
cuts over 4-foot swath i 
—covers large areas 
quickly. 





- = 24” Snow Plow 
\ —Fixed Angle 
eS 30” Snow Plow | 
WN ite — Reversible Angle j 
\ io ; 
I ie fl 


Riding Sulky 
for DeLuxe 
Trimalawn 

Z 


i! 
s ) 
E 


me 


7 


REO 













cand sips "BS 


®@ No change in standard case Cases of HANDY-PACK car- 
riage, machine or lag bolts 
@ No change in case quantities can be ordered and de- 
livered in carload or less 
® No change in bolt quality than carload lots 








® No change in carton size 









@ No change in carton quantities C¥" "hreed corriage and 
machine bolts have nuts 


a TS WED ewe soe " 
’ @ No change at all in customer's _sttached os always. 
| regular method of ordering 


| 
I 
I 
I 





Write 
for circular NOW... 


describing Handy- for the first time 
Pack advantages 
in detail. HANDY-PACK 


Handy-Packs in 


all your orders.. & 
starting today! 


l BUFFALO BOLT COMPANY 


| North Tonawanda, N. Y. 


| Sales Offices in Principal cities. Export Sales Office: Buffalo International Corp. 
50 Church Street, New York City 


L | needled eae ed | PRODUCERS OF CIRCLE @ PRODUCTS—BOLTS + NUTS « RIVETS AND SPECIAL FASTENERS 
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SENSATIONAL NEW 
SEMI-AUTOMATIC 


ih PERFORMANCE 


Poe 
THE MORN FIMEAMMS CO. © 


MARLIN KEEPS FIRING these full page ads 
at your best prospective customers... 

the vast number of sports-minded men 

who read MECHANIX ILLUSTRATED every month. 
Put a Marlin rack up front...it makes a 
perfect target for more sales. 


SOUTH BEND HELPS LURE SALES your way 
with this advertisement to nearly half 
a million MECHANIX ILLUSTRATED fishing 
fans...many in your own neighborhood. 
Catch these big buyers with window 
displays around South Bends complete 
line...they make real stoppers ! ! ! 


eseeseeoeeceooeeeeseeaeeoeeseseeseeeeeaeeaeeeeeeeeaeee ee eeeeeee 8 


GEARED TO SELL EVINRUDE MOTORS for you 
during the boating season...advertisements 
like these are consistently reminding the 
many boating enthusiasts among 2 million 
M.I. readers of the right place to buy 
Evinrudes... 


@®eeeoeeaoeeeeeese~ese#eseseees @ 


HARDWARE DEALERS...you're missing big 
profits if you don't have a sporting equip- 
ment section ...Llook at these estimated 
dollars spent in ‘48 — * 
FISHING . . . . . $1,350,000,000 
HUNTING . $750,000,000 
OUTBOARD MOTORS. $100,000,000 


Inquire about getting these and other brand 
name products. 


. And if you do sell sporting equipment 
keep your store name connected with 
top quality merchandise by constantly 
featuring these brand name products. 


* Source — This Week, Hardware Age 


N.Y. 


t, New York 18, 


West 44th Stree 


A Fowcet? Publication 
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Pump Profits 
A’ PLENTY 


“oe 


Home Water Systems 





Jet-Type Water Systems 


One or two- pipe deep well jet 
pumps for wells of 2",2'%",3”,4”" 

and larger diameters. in ca- 
pacity to 120 feet and maximum 
output of 1,470 gallons per hour. 








oa : 
erect i” arte in Sl ic Nis ile ihc oe, ASbaiantipebeat 








Now’s the time to get on the band 
wagon of pump selling. Home building in suburban 
areas is at a peak. Farmers have far more to spend 
than before the war. 


Why not get your share of this business with a top- 
quality line? Jacobsen home water systems are built 
to the same high standards as famous Jacobsen power 
mowers. This line includes deep and shallow well 
pumps for every home pumping need. 


Jet-type deep well pumps can be installed in a shed, 
barn or basement .. . in the most convenient place, 
away from the source of water. The exclusive Center- 
Fiex Hollow Shaft motor eliminates misalignment, in- 
creases pump life. 


The Jacobsen shallow well reciprocating pump draws 
water from shallow wells, cisterns, lakes and springs. 
Long pump life is insured by all working parts operating: 
in oil bath and motor with built-in overload protections. 
Ask your jobber for complete 
information. 







Shallow Well 
Reciprocating Pumps 


Designed to pump water at suc- 
tion lifts to 25 feet, capacity to 
350 gallons per hour. 


MANUFACTURING COMPANY 
RACINE, WISCONSIN 


Also Manufacturer of Jacobsen Power Lawn Mowers 


14 




























For more than 50 years Griffin 





hinges have been known for their 

fine materials and workman- 

ship. Griffin hinges are 

part of a wide variety of light 
builder’s hardware . 


quality produced by 











At, Griffin. 


Nt 





i Snowy DOOR NEEDS THREE! 


RIFFIN- 


anufacturing Company 
ERIE » PENNSYLVANIA 


REPRESENTATIVES 
. S. ALDER COMPANY—45 Warren Street, New York 7, New York 
LBUR H. DAVIS—1639 Fargo Avenue, Chicago 26, IIlinols 
A. GREGG—9344 Woodward Avenue. Detroit. Miehiaan 








— 





VERS—4524 East 60th Street, Seattle, Washingto 
FULLER, JR.—785 North a Street, Jackson H4 Mississippl 
ARVEY D. RUSH & SONS—4638 Mill Creek, Kansas City, Missour! 


IN panther 


MANNING I. SHORE—Merchandise Sales of Canada i 
Weliwvod Avenue, Toronto, Ontario 
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Remember the “lemon” days of 1945 and ‘46? 


Remember the ersatz, the shortages, the beefs about 
quality? Remember the grief without gravy? Who 
could forget that nightmare! 


But look, friend, are you swre you haven’t forgotten 
the lesson you learned then? If you’re toying with the 
idea of loading up with a lot of off-brand, liquidation- 
priced home heaters, perish the thought! 


Sure, it’s a terrific temptation, and price /s important! 
But why gamble on potential “lemons” when you've 
got a consistently strong selling line like Duo-Therm 
Fuel Oil Heaters available? 


You haven't forgotten—we know you haven’t 
forgotten that quality counts most when dollars 
are hardest to come by! 


So you need Price Leaders for Price Promotion? Do 
you think Duo-Therm got to be America’s most pop- 
ular home heater line without ’em? Take another 
look at the book. What have we got? Just the most 
complete line in the business! 


Take the big Duo-Therm Model 712, for example. 
Prospects come out of the woodwork when you 






feature this full-sized, 4-5 room heater. It’s not 
a strip job—but a complete circulator with large 
radiant doors and all the famous Duo-Therm 
features. Retail price? Only $79.95, less tank. 


And once that Duo-Therm price leader gets prospects 
in your store, you can really hit ’em with the book! 
Because you’ve got a heater for every kind of buyer. 


You can trade ’em up from the Model 515 for one 
room to the wide selection of furniture styled models 
for 3, 4 and 5 rooms to the giant Royal Model 815 
that heats up to 6 rooms. Retail prices run from 
$59.95 up to $139.95. 





And man, what a feature story you can feature! 
Duo-Therm’s exclusive Power-Air Blower that 
saves up to 1 gallon of oil in every 4. Plus the 
famous Dual Chamber Burner—the most imitated 
burner in the business. And a raft of others! 





What’s more, we back you up with advertising support 
right in your own back yard, where your customers 
live. Add merchandising, plus point of sale displays, 
plus store helps. And count on a national advertising 
campaign in books like Look, Country Gent, Farm 
Journal, True Confessions, Pathfinder and Household. 


Private label heaters? We wouldn't be caught 
dead making ’em! Why should we make tnings 
tough for our own dealers? 


Gas space heaters? You bet your balance sheet we've 
got ’em. Brand new, big, beautiful, furniture-styled, 
quality-engineered gas heaters. They’re the hottest 
merchandise of their kind to hit the market since the 
World’s Fair was lit by gas light: 


So what's it going to be, pal? Lemons? Beefs about 
quality? Grief without greenbacks? Or Duo-Therm— 
the sweetest-selling home heater line in the business, the 
line that moves consistently, even in a buyer’s market? 


DooTuerm 


Division of Motor Wheel Corporation 
Lansing 3, Michigan 





Duo-Therm is a registered trademark of Motor Whe Corr Copyright 1949 




















BIGGEST VALUE | 





Sig WHame Wrench - Priced To Sell B. 


BiLUNGS LIFE-TIME’ 


Designed Exclusively for the Hardware Trade! | the: 





LIFE-TIME WRENCHES are drop forged by Billings from selected alloy 
steel; openings are clean and accurately machined; handles are slim and 
round edged; scientifically heat treated; heads polished; finished with an 
attractive and practical overall chrome plate. 


LIFE-TIME WRENCHES are backed by the Billings reputation, assuring 
proper design, strength, lightness and long life. Their strong buy-appeal 
will give your wrench department extra turnovers — extra profits! 
See your wholesaler for this buy of a lifetime. 
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cHES — 3 P 
66 WREN —— 6 sizes 
6 sizes -—— 6 openings 
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ORDER FRO 
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23 Engineers 
24 Combination —— 


19 Box 45° 


MAGIC-CLERK ¢ 


MAGNETIC DEVICE 


Strong pull allows 
wrenches to be held in 
any position yet per- 
mits customers to re- 
move wrench easily 
for inspection. .Re 
quires no attention 
withstands any normal 


punishment. 


—_—= 5 sizes 


F OPENINGS IN ANY ONE STYLE 


m YOUR 


invesTMeEN 


OPULAR STYLES 


— 12 openings 
— 10 openings 


nser valued at $10.00 supplied 
66 wrench assortment. 


WHOLESALER NOW! 





REFILLS 


Refills come in star 
fol de Mil Lele dole [-t Mal -Te 
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Seusational 


LT Q—XS 


* | BINGEN A G IC CLER 


ada 


The most dasaine Ca merchandiser in 
wrench history! Customers are fascinated and at- 
tracted by the novelty of the MAGIC-CLERK. The 
wrenches are taken off and examined instinctively — 
desire created — resulting in spot sales. Pre-tests prove 
the MAGIC-CLERK with its appealing rich royal blue 
color, accentuating the wrenches, attracts wrench buy- 
ers as never before. You can’t afford to miss this eye- 
catcher with sales appeal! 


FARMS 


ce st fproach 


COUNTER 
Kam, EBC-66 
THE MAGIC-CLERK’S exclusive permanent mag- 
netic device for holding wrenches is guaranteed to 
retain its power for a lifetime. It packs plenty of 
“come-on” appeal. Refill stock is held neatly and 
securely in partitioned pockets behind the display, yet 
the whole merchandiser requires only 8” x 18” of 
counter space. Cash in on the tremendous pulling 
power and profit-ability of this Billings exclusive! 


CARA . 
ee IRK SHOPS 


ie FE-TIME Blues WRENCHES » 

















THE BILLINGS & SPENCER CO. 
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-—~ Do you know the sales points for your 


DISSTON Hand Saws? 


DISSTON SKILL 


.-. Strictly exclusive feature of your Disston Saws 


This is mighty specific. Nobody can say. these 
things for any other saw. It pays you to have, 
these facts fresh, ready for use, in selling your 
Disston saws... ' 


You say, ““Disston has made Ameri¢a’s quality 
saws for all of 109 years’’—a fact thatpacks 
plenty of sell . .. But just as impressive fs this: 
Disston has made America’s extra-skilled saw 
makers! For today the highly skilled sons—and 
grandsons—of many pioneer Disston experts 
are putting their best into Disston saws. 


And today the value of this matchless human 
skill is raised still higher by modern Disston 


facilities in every phase of manufacture... 
Re 


* 
Henry Disston & Sons, Inc. 
754 Tacony, Philadelphia 35, Pa., U. S. A. 


Canadian Factory: Toronto 3, Ont. 


~~ 


Endless Disston testing... proving... 
puts;the plus on veteran Designing Skill 


Disston-made electric furnace steel puts 
the plus on veteran Saw-Making Shkill 


Strict Disston laboratory control puts 
the plus on veteran Heat-Treating Skill 


The buyer’s chief proof, as always, must come 
from the saw itself. An@ the long-lasting tooth 
edge of every Disston Hand Saw—the precise 
true taper grind for blade clearance — the 
accurate balance—will surely make good on all 
you can say for Disston skill. That’s exactly 
what your customers are ready to believe the 
minute you show the Disston name on the saw. 
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CHARLES J. HEALE 


President and General Manager 


L. V. ROWLANDS 
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D CABLE COMPANY 
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S HALF SOLD 


@® Your customers will often be reminded to buy 
chain if it’s out where they can see it—get their 
hands on it. Chain is that kind of an item. 


The ACCO-PAK fits right into that scheme of sell- 
ing. It makesthe popularsizesofheavierchainhandy | 






The ACCO 

Sales-Maker 
—another profit 
builder—holds a 
4 good assortment of 


." the more popular 
Ed small sizes of 








to stock—display—sell. 









elded and : 

~. : ACCO-PAKS are now available 
f x weldless chains. 1j b O 

; Vater 'Rememeesaiie as listed above. Order yours now 


CHAIN distributor from your American Chain dis- 


es will tell you what tributor. 
> \ assortments are 
” now available. 
PAUL D. STEELE, District Manager of 
Rocky Mountain States, has beenan 
‘* American Chain man”’ since 1930. 








: co York, Pa., Chicago, Denver, Detroit, Los Angeles, New York, Philadelphia, 
Pittsburgh, Portland, Sam Francisco, Bridgeport, Conn. 





AMERICAN CHAIN DIVISION 


AMERICAN CHAIN & CABLE 
=e Y Yin Business for Your Safety : 
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HARDWARE AGE, JULY 14, 


Informal Editorial Comments 


By Charles J. Heale 


5. 





“Prophets of Gloom’ Were Definitely 
Missing at N.R.H.A. Congress in 
Boston and at the National 


Housewares Show in Atlantic City 


OUR days in Boston, Mass., at 
the N.R.H.A.’s 50th annual 
Congress and the next three 
days at the National Housewares 
Show in Atlantic City reaffirm 
my frequently expressed opinion 
that unless we foolishly talk and 
think ourselves into a serious de- 
pression or recession we won't 
have it. In both places retail and 
wholesale distributors and manu- 
facturers, from all parts of the 
country, freely admitted that sales 
volume was off anywhere from 10 
to 18 per cent compared with 1948 
—for the first six months of 1949. 
But in most cases, without taking 
a breath most folks recognized 
that 1948 was not an intelligent 
nor an appropriate year for com- 
parison purposes. They were also, 
in the main, quick to state that 
current sales volume and even cur- 
rent profits would have looked 
mighty good a few years previous. 
Dr. Jules Backman of New 
York University, a welcome and 
frequent speaker at 
gatherings in recent years, signi- 
ficantly told the Boston meeting: 
“While most of the public at- 
tention has been given to the 
figure of some 3 million unem- 


hardware 








1949 


ployed, it must be kept in mind 
that more than 58 million peo- 
ple continued to be employed 


in May 1949. 

“During the first four months 
of 1949, hardware sales aver- 
aged about 10 per cent lower 
than a year earlier. However, 
this volume was still almost five 
per cent higher than the total 
attained in the comparable pe- 
riod of 1947. 

“Regional and local patterns 
of demand must be examined 
carefully rather than placing 
too much reliance on overall 
national trends.” 

His message, practically in full. 
is presented elsewhere in this is- 
sue as part of our report story on 
the Boston N.R.H.A. meeting. It 
is worthy of very thoughtful read- 
ing and consideration. 

Dr. Backman’s reference to re- 
gional and local patterns of de- 
mand reminds me that, at Boston, 
it seems that I heard relatively 
less encouraging reports from dis- 
tributors and producers located in 
the New England area than from 
any other part of the United States. 
Rather than say they were more 





pessimistic I would say they were 
less optimistic—at least those with 
whom I had a chance to discuss 
business. I do not presume to 
state that my intermittent conver- 
sations with hardware folks from 
all parts of the country can be 
considered as conclusive evidence 
that New England is worse off than 
the rest of the country but am 
repeating that those representing 
that section certainly seemed less 
cheerful than others. Maybe I 
talked with the wrong people but 
these are my impressions, which | 
offer for what they may be worth. 
The talks at Boston which | did 
not hear I have since read and am 
especially impressed with the con- 
tributions of Meade Johnson of 
Yale & Towne: Edmund Orgill of 
Orgill Bros. and Dr. Backman 
all along different but basic lines 
and subjects, timely, appropriate 
and down to earth. This should 
also be said of the talks made by 
retiring N.R.H.A. President Louis 
L. Hill and California’s associa- 
tion president Loren D. Peer. In 
fact, the entire program was well 
balanced and geared to current 
needs. A very representative and 
relatively complete report of this 
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Congress appears in this issue 
starting on page 30 and all of it 
is worth the earnest attention of 
all readers. 

What I particularly liked about 
the particular talks mentioned was 
the very apparent sincerity and 
what might be termed the candid 
recognition that “while hard times 
are not here—soft times are gone” 
and that those who work, think, 
watch their costs and study their 
markets are going to do all right. 
Maybe I like such thinking be- 
cause it parallels what I have been 
endeavoring to say for many 
months in each issue of HARDWARE 
AGE. 

Att the National Housewares 
Show in Atlantic City there were 
definitely fewer buyers and _ lese 
buying than most exhibitors de- 
sired and hoped to encounter— 
yet I still consider the show a real 
success and very much worth 
while and so did the majority cf 
manufacturers with whom my as- 
sociates and I discussed the mat- 


ter. On the way home, talking 
with a dozen or so exhibitors I 
heard no dissatisfaction. As one 
member of the HARDWARE AGE 
staff, who visited every booth, said, 
“business this year and at this 
show specifically is good or bad 
depending upon the person you 
ask.” This is very true. Some 
booths were busy all of the time 
while adjoining booths were al- 
most idle much of the time. 

It was manifest all during the 
show that the established com- 
panies with accepted trade-marks 
backed up with quality, fair val- 
ues and sound selling policies did 
fairly well. This was particularly 
true of the lines of interest to 
wholesale and retail hardware dis- 
tributors. There were many strict- 
ly soft geods lines which apparent- 
ly did not get much of a play 
and not being very familiar with 
such goods I do not know their 
relative importance or status in 
that end of the housewares or 
housefurnishings lines. 


oS oO 


Of course, as was to be expected 
and will always be true in a shift 
from a “sellers’” market to a 
“buyers” market situation, prac- 
tically all buyers demanded and 
expected to receive very substan- 
tial price reductions or at least 
tried to negotiate in that direction. 
I have the definite opinion that 
they did not meet with much, if 
any, success as far as lines dis- 
tributed through hardware chan- 
nels are concerned. 

To sum up these rambling 
thoughts about the Boston retail 
hardware gathering and the At- 
lantic City housewares show the 
“prophets of gloom were definite- 
ly missing” and most of the peo- 
ple I met were ready to face the 
facts of life and of the current 
economic situation and recognized 
that future business rewards will 
come only to those who WORK 
and provide the kind of values 
and services that merit rewards. 
That is as it should be—and will 


be. 


“Repeal Wartime Excise Taxes 
And Make Up the Loss In Revenue 
By Taxing the Tax-Exempts :— 


ONGRESSMAN N. M. Mason 
(R.. Ill.) has proposed to the 
House of Representatives a work- 
able. double-barreled method of 
stimulating business by repealing 
the wartime excise taxes and mak- 
ing up the loss in revenue by tax- 
ing the tax-exempts. 

As Mr. Mason puts it, his pro- 
posal would “wrap tax equality 
and excise tax repeal in one pack- 
age—and kill two birds with a 
single stone.” Lifting of the excise 
taxes would cost the government 
about $700.000,000 annually, but 
Mr. Mason estimated that his bill 
(HR 5064) would bring in more 
than $1.000,000,000 of new re- 
venue through the imposition of 
income taxes on the business 
earnings of foundations, schools, 
co-operatives and other mutual 
and altruistic organizations which 
are now legally exempt. 
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Emphasizing the acute need for 
enactment of his proposed legis- 
lation, Mr. Mason said that in his 
mail and in the mail of other 
members of the ,Ways and Means 
Committee the biggest present de- 
mands from taxpayers were for 
“immediate repeal of the wartime 
excise taxes and the plugging of 
loopholes in our tax laws through 
which a steadily increasing num- 
ber of corporations now escape 
payment of federal income tax on 
billions of dollars worth of com- 
petitive commercial business.” 

“These two demands dovetail 
perfectly,” Mr. Mason told the 
House. “Put them together in one 
piece of legislation and we have 
the effective solution of two per- 
plexing problems. Taxpayers will 
be pleased. Business will find new 
incentive to go forward. The 
Treasury will gain in revenue. We 
shall ease the tax load that now 


rests so heavily upon the over- 
taxed. 

“And no one will be hurt, be- 
cause not a dime of additional tax 
will be imposed upon those indi- 
viduals and corporations that are 
now paying their full share, while 
the tax-dodgers will be called upon 
to pay only at the same rates that 
their competitors now pay.” 

Citing the fact that 51 bills pro- 
posing reduction or repeal of war- 
time excise taxes are now before 
the Ways and Means Committee, 
Mr. Mason said “They are good 
bills. Business will improve when 
those taxes are removed. Busi- 
ness will take new courage, too,” 
he went on, “when it can once 
more meet competition on an even 
basis—when it knows that the 
presently tax-dodging storekeeper 
down the street is paying the same 
taxes.” 
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PERFECT Companions 


"i for 


Smoothest 
Selling... 


Prospective homeowners, looking for the finest 
in rich, long-lasting hardware, need look no 
further than your stock of Lockwood Bor-Loc 
sets and Polyflex knobs. 

In Bor-Loc they'll get a tubular lock that's 
packed with value . . . forged brass latch bolt 
and plate; double compression springs that 
| are easy on the latch, snappy on the knob; 
extruded brass hub that'll wear forever; all- 
steel case, cadmium plated. These are the 
| latches that are easiest of all to install; that 

save — and save — installation time and money. 

And these are the latches with the quality 
_ features that sell because they’re made to give ; eer 
atslaction forthe life of the building Pisce ree 

In Polyflex knobs your customer will get the z 


' ; two Polyflex knobs. The one shown has 
slimmest, trimmest, most graceful of all modern cnsiaial Ghaik Gillin te, ot amid 





Notice the difference in Lockwood construc- 
tion; compare the features with any other 
tubular lock. Lockwood's outstanding quality 
is what counts when it comes to making a 
sale. 


interior hardware. In matching sets of rich, Pounds check. Wot drown to 0 plain too 
enduring, forged brass, Polyflex knobs on bath, design, also with French shank. 

bedroom, closet and passage doors are the 

hallmarks of good taste. Their smart, good *T. M. Reg. U. S. Pat. Office 


looks, their classic design practically sell them 
on sight . . . all you have to do is show them! 
| This perfect combination will help you in- 


J ctease your profits on the many jobs where 
) better quality and longer, trouble-free per- 
“formance are needed. 


PT meee 


L_-8 


HARDWARE MANUFACTURING COMPANY 
DIVISION ° INDEPENDENT LOCK COMPANY ° FITCHBURG, MASSACHUSETTS 


HARDWARE AGE, JULY 14, 1949 





24 


aw + 
BAN. 


High-—June 
Low-Feb. 


For Retailers 





December is Highest 


Se & @ 


The Study 


In order to determine the pattern of month-by-month sales volume 
among hardware merchants HARDWARE AGE queried 2,900 top- 
bracket dealers asking them to provide their monthly volume per- 
centages. Replies were received from 334 dealers, or 11.51 per cent, 
in 42 states and the District of Columbia. This study is based on that 
return. 

This study compared with a similar one made by HARDWARE 
AGE in 1934 reveals that May which was peak volume month then 
has taken third place behind December. June is now runner-up for 
top honors. 

Also covered in this survey are such subjects as inventory costs, 
starting and top salaries for clerks, incentive plans and estimated 
capital requirements for starting a retail hardware store. 

A study similar to this was made among wholesalers and appeared 


in the June 2, 1949 issue of HARDWARE AGE. 


Go & & 


a the im- 
portance of the Christmas buying 
season to the retail hardware 
trade is the fact that December 
has emerged as the top sales vol- 
ume month among hardware deal- 
ers. It accounts for 11.1 per cent 
of their yearly sales volume. Run- 
ner-up is June with 9.5 per cent 
and close on its heels is May with 
9.4 per cent. 

Winter brings a sharp dip in 
sales which are at their lowest in 
February with 5.3 per cent. Janu- 
ary is only slightly better with 5.7 
per cent for the month. All per- 
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By R. S. WILD 
Associate Editor 
of Hardware Aae 


Sales Volume Month— 
Lowest Month is February 


centages are averages unless other- 
wise stated. 

Of the 334 top-bracket hard- 
ware dealers who participated in 
this study, 296 of them, or 88.62 
per cent. provided their month- 
by-month 
Forty-two states and the District 
of Columbia are represented. 
Missing are the states of Rhode 
Island, Maryland, Alabama, Wyo- 
ming, Utah, and Nevada. 

The last quarter of the year, Oc- 
tober, November, and December. 
accounts for a total of 29.0 per 
cent of the yearly volume. Second 
of importance is the year’s second 


volume _ percentages. 
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A study among top hardware dealers in 42 states 
shows that their peak volume is December when 
their average volume is 11.1 per cent. The winter 
sales dip to a low of 5.3 per cent in February. 


quarter, April to June, with a total 
of 27.8 per cent. Third is the quar- 
ter from July to September, dur- 
ing which dealers do 25.2 per cent 
of their business. The first quar- 
ter, January to March hits the low 
for 18.0 per cent. 

An ideal, probably impossible 


to achieve because of the season- 
able nature of hardware products, 
would be to have an even spread 
of distribution over the 12 months 
of the year. Accepting as such an 
ideal, the figure 8.3 per cent (ar- 
rived at by dividing 100 per cent 
by 12) as a “theoretical norm,” 


25 





Fig. |—Retailers' Month-by-Month Sales Volume 


For 296 retailers—figures are average 


fe) 





JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 


This graph charts the course of 296 hardware dealers’ volume over a 12-month period. 
Percentages are averages. 


The figure 8.3 per cent represents a “theoretical norm" of monthly distribution. 

Obviously, it is not possible to achieve an even spread of volume over a 12-month 

period because of the nature of the hardware industry. But assuming a "norm" serves 
to illustrate the relationship between actual volume experience and the ideal. 


the course of volume distribution 
among hardware dealers can be 
compared with that “norm” by 
referring to Fig. 1. From that 
comparison, it can be seen that 
retail distribution in the winter 
months needs an_ injection of 
either merchandise or merchandis- 
ing for no one can do anything 
about the weather. 

At the lowest, in February, the 
volume average for the entire 296 
dealers is 5.3 per cent. That is 
three per cent below the “norm.” 
Volume average is at its highest 
in December with 11.1 per cent, 
2.8 above the “norm.” The spread 
between low and high points is 
5.8 per cent. 

There appear to be some slight 
variations from the national pat- 


tern when considering the distri- 
bution of volume in the various 
geographical area. However, De- 
cember, in each of the nine areas, 
remains the leading volume month. 

In the Mid Atlantic States, May 
with 10.1 per cent takes the lead 
over June for second place. The 
South Atlantic States and the East 
South Central States put April in 
second place with 9.7 per cent and 
10.4 per cent respectively. In the 
Mountain States May with an ave- 
rage volume of 9.5: per cent also 
leads June for second place and in 
the Pacific States, May, June and 
October tie for second with an 
8.8 per cent average. 

For all nine areas, February is 
the low month with average vol- 


ume percentages ranging from 4.4 


per cent in New England to 6.2 
per cent in the East South Central 
States. January is next lowest 
month with average volume per- 
centages ranging from 5.3 per cent 
in New England to 6.6 per cent in 
the East South Central States. Fig- 
ure II offers a comparison of the 
monthly averages in all areas. 


Dealers’ Suggestions 


Dealers made suggestions for 
bettering low volume months. 
Strongest emphasis was put on in- 
creasing advertising and using spe- 
cial promotions to build up store 
traffic. Use of direct mail adver- 
tising and outside salesmen for 
major appliances and other items 
of relatively high unit value was 
another popular suggestion. Stress- 
ing seasonable items in promo- 
tional campaigns was also a sug- 
gested method and some pointed 
to building up specialty depart- 
ments. 

A Pennsylvania dealer said, “We 
have worked up a fairly good bot- 
tled gas business which repeats 
about every two months on an 
average.” From an Ohio dealer: 
“Develop a specialty department 
such as builders’ hardware, appli- 
ances or sporting goods; if pos- 
sible, two or three of such spe- 
cialties, and set proper times to 
book future orders. These depart- 
ments at times can be tied-in such 
as builders’ hardware and kitchen 
equipment; toys and_ sporting 
goods. A Minnesota dealer found 
the low volume months. “a good 


? 


Fig. 2—Monthly Volume for 296 Retailers by Area 





AREA 
New England... | 16 5.3 
Mid. Atlantic | 42 5.6 
So. Atlantic. ... | 28 6.4 
E. No. Central | 76 5.3 
E. So. Central. . 7 6.6 
W. No. Central. 61 5.5 
W. So. Central. . 26 §.7 
Mountain....... 17 6.1 
Pacific... .. 23 6.4 
United States... 296 5.7 


Ne. Jan. Feb. 


a AAnAananos 
w on-ONN—wa 


(Percentages Are Averages) 


| Mar. | April | May | June | July 
Dirs. | Av. %| Av. %| Av. Z| Av. J | Av. Z| Av. FZ | Av. Go’ 


5.9 8.3 | 9.8 | 10.1 | 9.6 
7.1 9.2 | 10.1 | 9.9 | 8.7 
7.7 | 9.7 | 9.5 | 8.8 | 8.0 
7.0 | 9.2 | 9.8 | 9.7 | 9.1 
9.8 10.4 | 9.2 | 8.0 | 6.7 
63 | 83 | 9.1 9.7 | 8.6 
7.4 | 8.6 | 8.7 | 9.2 | 8.5 
6.9 | 9.0 | 9.5 | 9.3 | 8.9 
7.2 | 7.9 | 8.8 | 8.8 | 8.4 
| 7.0 | 89 | 9.4 | 9.5 | 8.6 


Co, BONONONNS 


| Aug. | Sept. | Oct. Nov. | Dec. 
Av. % | Av. % | Av. % | Av. G| Av. % 


6 | 9.2 | 9.3 | 8.2 | 11.3 
9 | 8.4 | 8.9 | 8.4 | 10.5 
‘7 | 8:3 | 8.9 | 9.0 | 9.9 
1 | 7:7 | 8.9 | 8.7 | 11:3 
o | 7:5 | 8.4 | 8.2 | 12.0 
‘0 | a9 | 101 | 9:3 | 11:2 
‘9 | 83 | 9.4 | 9.3 | 11.9 
o| 386 | 89 | 8.4 | 10.9 
5 | 9.0 | 8.8 | 89 | 11.5 
o | 869.1 | 88 | 1.1 


This chart breaks down by area the average percentage of volume done by 296 retailers over 
a 12-month period. It illustrates geographic variations from the overall pattern (bottom line). 
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time to work on future orders on 
certain lines of goods for delivery 
later and which might be side lines 
to hardware. One year we sold 
two carloads of commercial fer- 
tilizer, another we pushed oil.” 

A West Virginia dealer wrote. 
“We held adjusting inventory 
sales for the first time January 
that keep our volume equal to 
January a year ago. We didn’t do 
this in February and March and 
our volume fell off.” A Florida 
dealer suggested a “close check on 
seasonal items purchased in ad- 
vance for assured stock; well 
planned sales promotion and ad- 
vertising; good displays, etc. A 
Wisconsin dealer suggested “spe- 
cial sales with give away items like 
sets of cooking ware, electric 
lamps, etc., on major unit value 
items: a combination deal such as 
a washer, ironer, clothes dryer 
with soap powder thrown in. 

From a North Dakota dealer 
came the suggestion that “if fac- 
tories would give wholesalers spe- 
cial prices on perhaps 100 items 
and they in turn would pass the 
special prices on to the retailer, 
then the retailer could do more 
business by giving special prices to 
customers.” Another North Da- 
kota dealer suggested outside sell- 
ing. keeping a prospect file and 
calling on those prospects. 

From Kansas came the idea of 
“after-inventory sales in January 
and February: clean up old stock 
at attractive prices. In July and 
August we feature outdoor items 
in ads and show windows. Run 
clean-up sales on spring and sum- 
An Arkansas dealer 
writes: “We use direct mail adver- 
tising with seasonable specials to 
keep up business in the low volume 
months.” 

On the other hand there were 
dealers who felt that the poor 
months would always be with us 
and that weather is an unsur- 


mer items.” 





UNITED STATES 


U. S. Jan. | Feb. Mar. April May June July Aug. | Sept.| Oct. |Nov. | Dec. 


I 
Total 


Number | 286 296 | 296 296 | 296 
Dealers 


Average | 
Monthly | 5.7 5.3 7.0 8.9 9.4 
Percent 


(Month-By-Month Volume Averaged for 296 Retailers) 


296 296 296 | 296 296 | 296 | 296 


9.5 | 8.6/8.0 8.6 9.1 | 8.8) 11.1 





% No. No. | No. | No. , No. 


Monthly Volume Breakdown for 296 Retailers* 


Jan. Feb.| Mar. April May June | July Aug. Sept. Oct. Nov. | Dec. 


No. No. No. | No. No. | No. No 


Monthly Dirs. Dirs. Dirs. Dirs. Dirs.| Dirs. Dirs. Dirs. Dirs. Dirs. Dirs. irs. 


1.0 1 1 1 
2.0 3 7 2 
2.5 1 1 1 
3.0 18 «15 7 
3.5 1 1 
4.0 |. = 7 a 
4.5 4 12 1 
5.0 78 | 107 | 27 7 2 
5.5 13 8 1 1 1 
6.0 70, 61 46 7 8 
6.5 11 6 6 4 
7.0 29; 30! 7| 27; 14 
7.5 1 1 9 5 5 
8.0 27 8 61 63 44 
8.5 1 1 9 8 11 
9.0 5 3/ 17| 64; 59 
9.5 1 7 9 
10.0 5 1; 19; 63); 94 
10.5 1 5 
11.0 1 2; 158; 12 
11.5 2 
12.0 1 2 7; 16 
12.5 2 
13.0 3 4 
13.5 
14.0 2 
14.5 
15.0 1 5 8 
16.0 1 
17.0 
18.0 
19.0 
20.0 1 
27.0 


*Net Averages. Percentages in left hand column 


are those actually reported by deolers. 


mountable obstacle to raising the 
sales curve in the low volume 
months. A group felt that good 
use could be made of the low vol- 


= — oo 
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Dealers’ Report on Inventory 


35 per cent find that unit value of inventory has either 
remained at same level or decreased. 29 per cent report 
same tendency in inventory dollar value. 


HE hardware dealers were 
asked to indicate whether the 
unit value of their ~ inventories, 
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when compared with the previous 
year, was higher, lower or had re- 
mained the same. Those dealers 


1 1 
1 
1 1 1 

2 2 1 1 

3 
3/ 12) W 9 8 9 4 
3 2 
6 15 28 6 4 5 5 
2 4 2 5 1 
13, 3 47 | 37; 19| 22 7 
2 2 10 5 6 10 2 
48 83 77 85, 53)| 68 19 
9; 11 13 | 12 8 7 5 
72; 49; 42 56), 62 59 30 
7 3 3 5 9| 14 1 
82| 54! 32 62) 88 54 64 
2 3 3 q 3 
19; 11 4/ 10; 15; 12 23 

2 1 1 
16 3 7 C 16 9 a 
1 

4 1 2 6 14 
2 
2 1 1 1 12 
1 2 
7 5 2 2 2 23 
1 1 4 
3 
3 

1 
2 1 4 
1 
ume months in taking inventory 


and getting stocks in order, clean- 
ing the store and preparing for 
spring business. 


who said their unit inventory was 
higher totaled 206, or 61.6 per 
cent. Fifty-three, 15.9 per cent, 
said inventory was lower and 64 
or 19.2 per cent said that inventory 
had remained the same. 

Dealers were also asked to indi- 
cate whether their inventories were 
higher. lower, or remained the 
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same in dollar value. Two hun- 
dred and twenty-five, or 67.4 per 
cent, showed the dollar value of 
their inventory to be higher while 
Sl, or 15.3 per cent said it was 
lower and 47 or 14.0 per cent said 
it had remained the same. Eleven 
dealers, or 3.3 per cent of the 334 
participating in the survey did not 
answer either of the two inventory 
questions. 
Of those said 


dealers who 


their inventory units had increased, 
181 or 87.9 per cent said the dol- 
lar inventory value had also in- 
creased; 15 or 17.3 per cent said 
the dollar value had decreased; 
and 10 or 4.8 per cent found that 
the dollar value had remained the 
same. 

Among those 53 dealers whose 
unit inventory was lower, 16 or 
30.2 per cent said the dollar value 
was higher; 29 or 54.7 per cent 


ao 


said the dollar value was lower 
and 8 or 15.1 per cent said the 
dollar value had remained the 
same. 

Of the 64 hardware dealers who 
said the unit value had remained 
the same, 28 or 43.8 per cent said 
the dollar value had increased 
while 7 or 10.9 per cent said the 
dollar value had decreased and 29 
or 45.3 per cent said the dollar 
value had also remained the same. 


Spread Between Starting and Top 


Salaries for Clerks Averages $19 


Returns show that average starting salary for retail 
clerks is $33 with top of $53. Majority of dealers have 
some form of additional incentive compensation. 


ARDWARE dealers were 

queried as to the starting sal- 
ary offered retail hardware clerks 
and the top salary paid to their 
clerks. Answers to both parts of 
the question were given by 276 or 
82.6 per cent of the dealers who 
participated in the study. Their 
replies were tabulated and aver- 


salaries from $20 to $30 per week; 
124 dealers (43 per cent) paid 
starting salaries from $31 to $40 


per week; 29 dealers (10 per cent) 


paid starting salaries from $41 to 


$50 per week and 10 dealers (.04 





Tabulation of dealer replies by geographical area are as follows for the 
question: "Do you have an incentive plan for your employees? /s it salary 


plus commission, bonus plan, profit sharing plan?" 








aged by geographical areas. For No. No. 
the entire group of 276 dealers, A =. =. 
the average weekly starting salary ae = bari 
was $33.28 and the average week- 
ly top salary was $53.09. By geo- 4 be er ; - R 
graphical area the tabulation of South Atlantic. 16 16 
answers, expressed as averages — _ bee 7 = 
are shown below. West No. ce 40 20 
Of 287 dealers who reported the West So.Central 15 13 
starting salaries paid their retail — Paka = - 
clerks, 9 dealers (.03 per cent) “aI 
said they paid starting salaries of = ~~~ 7 ~~ - 
less than $20 per week; 115 deal- See aN... ar ) (3%) 
ers (40 per cent) paid starting 
Average Average 
| Minimum | Maximum 
Number | Weekly Weekly 
Area Dealers Salary Salary 
New England........ 13 | $32 $50 
Mid Atlantic. . 39 $33 $52 
South Atlantic. . 29 | $32 $52 
East So. Central..... - $27 $44 
East No. Central.... || 71 =O $33 $53 
West No. Central. _.. 55 $30 $48 
West So. Central..... | 22 COs $30 $51 
Mountain States. . 15 $36 | $56 
| eer 23 $44 $65 


Total—United States 


28 





| 
| | 

-—|- — i —_ 
| 


$53.09 





Com- 
Salary Profit (bination 
Plus Sharing of 
Comm. Bonus Plan Either 
2 4 1 1 
6 13 3 0 
6 9 1 0 
15 24 14 3 
1 2 1 1 
12 15 11 2 
2 10 3 0 
2 5 4 3 
4 5 1 4 
50 87 39 14 
(26%) (46%) (21%) (7%) 
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per cent) paid starting salaries of 
over $50. 

Top salaries were reported by 
292 dealers. Of those, three deal- 
ers (.01 per cent) indicated top 
salaries of less than $30; 42 deal- 
ers (14 per cent) paid top salaries 
from $30 to $40 per week; 106 
dealers (36 per cent) paid top sal- 
aries from $41 to $50 per week; 
94 dealers (32 per cent) paid top 
salaries from $51 to $60 per week; 
28 dealers (10 per cent) paid top 
salaries from $61 to $70 per week; 
10 dealers (.04 per cent) paid top 
salaries from $71 to $80 per week, 
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and nine dealers (.03 ger cent) 
paid top salaries of more than $80 
weekly. 

However, in the majority of 
hardware stores, personnel has the 
opportunity of increasing its earn- 
ings through various types of in- 
centive plans. Of the 334 report- 
ing dealers, 190 or 57 per cent of 
them said they had some type of 
incentive pay arrangement in 
force. One hundred and thirty-one 
dealers, 39 per cent, did not have 
any such plan and 13, or 4 per 
cent did not answer the question. 

Of those 190 dealers who re- 
plied that they did have an incen- 
tive plan, 50 (26 per cent) offered 
salary plus commission; 87 (46 
per cent) per cent paid a bonus: 
39 (21 per cent) had some other 
type of profit sharing: plan. Four- 
teen dealers offered a combination 
of two or more types of incentive 
pay. % 


oS of 


Dealers Estimate 
Costs of Starting 


Hdwe. Business 
Average of reports from 290 deal- 


ers indicate that a capital of ap-’ 


proximately $25,000 is needed to 
start in retail hardware business. 


HE final question of the study 
asked dealers to give their esti- 
mates of the amount of money 
needed to start a retail hardware 
store for fixtures, inventory and 


| working capital. A total of 290 


dealers or 87 per cent of those who 
returned their questionnaires an- 
swered. Replies were received from 
42 states and the District of Colum- 
bia. When compiled, it was found 
that the average amount needed 
for fixtures was $3,675; for inven- 
tory, $15,720 and for working 
capital, $6,561. A complete tabu- 
lation by geographical areas and 
state-wide follows: 


5 ie? oe 


| The charts on the right, top, provide the 


estimated averages for starting a hard- 

ware business tabulated by the nine 

geographica! areas. The second chart 

breaks down the estimate according to 
states. 
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New England.... 


Mid. Atlantic. ... 
South Atlantic... . 
East No. Central. . 
East So. Central. _ 
West No. Central... 
West So. Central. | 


Mountain States 


ee | 


United Seates. 


State 


Arizona......... 


Arkansas........ 
California....... 
Colorado........ 
Connecticut..... 
Delaware........ 
Dist. of Col...... 
Florida.......... 
Georgia... 
Idaho..... 
Illinois... .. 
Indiana...... 
lowa....-. 
Kansas...... 
Kentucky. 
Louisiana. 
Maine. . ee 
Massachusetts... 
Michigan. . 
Minnesota. 
Mississippi... . 
Missouri... . 
Montana... = 
Nebraska........ 
New Hampshire . 
New Jersey. . 
New Mexico. ... 
New York. ... 
North Carolina. . 


North Dakota... _| 


Re. sn ou 
Oklahoma... 
Ces... . 2. ss 


Pennsylvania... | 


South Carolina. . 


South Dakota... || 


Tennessee...... 
NIRS ca 
Vermont.... 
Virginia... 
Washington . 
West Virginia 
Wisconsin 


United States 
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In-  |Working 
Capital 
$14,571 $ 6,857 
$17,157  $ 5,856 
$16,481  $ 6,851 
$13,802 | $ 5,253 
$15,250 | $ 6,500 
$14,064  $ 3,861 
$18,540 $10,160 
$17,894 $10,328 
$18,958 $10,958 
$15,720 $ 6,561 
BY STATES 
| In- Working 
| ventory | Capital 
$25,000 $10,000 
$16,071 $14,500 
$21,250 | $14,125 
$16,250 | $ 7,000 
| $ 7,666 | $ 1,333 
| $12,500 | $ 5,000 
$20,000 | $10,000 
$14,400 | $ 7,500 
$18,000 $ 4,500 
$ 8,000 $ 5,000 
$14,852 $ 4,794 
$23,111 $12,333 
$13,600 $ 3,000 
$11,681 | $ 3,681 
| $16,166  $ 6,166 
$15,400 $17,000 
$14,000 $10,800 
$12,000 $ 6,000 
$16,615 $ 6,807 | 
$13,125 $ 3,531 
$ 5,000 $ 5,000 
$12,069 $ 4,714 
$18,833 $13,361 
| $21,400 $ 5,300 
$30,000  $ 7,500 
$14,400 | $ 5,400 
$18,125  $ 8,250 
$16,266  $ 4,733 
$15,000 $ 6,500 
$17,400  $ 4,000 
$14,637  $ 5,431 | 
| $14,400 | $ 5,000 
$11,000 | $ 4,800 
$18,666 $ 6,917 
$22,500 $10,000 
$15,000  $ 3,400 
$20,000 $10,000 
| $24,000 $ 6,562 
$15,000 $ 5,000 
$14,500 $ 6,333 
$20,714 $ 9,928 
$15,416 $$ 6,250 
$17,307 $ 7,538 
$15,720 $ 6,561 


750 | 
825 | 


Total 


$24,999 
$28,439 
$26,128 
$22,455 
$24,812 
$21,330 
$31,840 
$32,750 
$33,495 


$25,956 


Total 
$40,000 
$33,428 
$39,083 
$29,000 
$10,665 
$20,500 
$31,000 
$24,100 
$26,500 
$15,000 
$23,910 
$42,244 
$19,400 
$18,180 
$25,832 
$34,900 
$29,400 
$20,666 
$26,575 
$20,150 
$12,000 
$20,071 
$35,832 
$31,100 
$43,250 
$23,040 
$32,200 


$24,365 © 


$23,750 
$25,000 
$23,650 
$23,800 
$19,280 
$33,333 
$35,125 
$22,300 
$31,500 
$33,562 
$22,500 
$23,499 
$34,071 
$24,749 
$29,307 


$25,956 
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Aerial view of 
Boston—the scene 
of the N.R.H.A. 
50th Congress. 


seeuveee 


A Review of the 


THe 50th Annual Congress of the National Retail Hardware Assn. had 
for its theme—''Patterns for Profit’. Advocates greater interest in 
“eg ge and fewer government controls on business, urges manufac- 
urers to consider retail dealers more in any indication of retail price of 
their products. Favor a "Federal Union of Atlantic Democracies" and 
protest passage of H.R. 848 which would give further financial aid to 
Co-ops at the expense of taxpayers. Reiterate stand for '‘like taxation 
for like businesses’. Met July 11-14 at Hotel Statler, Boston, Mass. 
W.C. Judson, Big Rapids, Mich., succeeds Louis L. Hill, Postville, lowa, 
| as president. Registration was 756. Seattle, Wash., to be scene of 
| 51st N.R.H.A. Congress in 1950. 
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T: E National Retail 


Hardware Association held its 
Golden Anniversary Congress, 
July 11-14, 1949, at the Hotel 
Statler, Boston, Mass., with a 
registration of 756, including 


delegates, their families and 
guests. 

“Patterns for Profit’? was the 

q central theme of the 50th Con- 


gress, which considered: various 
phases of merchandising; inter- 
national affairs, particularly 
with respect to increasing en- 
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20th N. R. H. A. Congress 


croachments of Communist doc- 
trines throughout the world and 
the business outlook. 

All sessions were presided over 
by Retiring President Louis L. 
Hill, Postville, lowa, who became 
the new member of the advisory 
committee. W. C. Judson, Big 
Rapids, Mich., succeeded Mr. Hill 
as N.R.H.A. president. The new- 
ly elected vice-president is J. D. 
Reynolds, Carthage, Mo., and 
A. L. “Pete” Luedtke, Fairmont. 
Minn., was elected a member of 
the board of directors. (Com- 





plete details as to association 
officers are elsewhere in this 


issue. ) 
Resolutions 


In a_ resolution concerning 
“Free Enterprise vs. Socialism” 
it was stated, in part that: “In- 
asmuch as we recognize the sys- 
tem of Government that has 
placed these United States, as 
the leader of all types of Gov- 
ernments, and whereas’ we 
choose to pass this type of Gov- 
ernment to the oncoming genera- 
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RIVERS PETERSON (left), Managing 

Director, N.R.H.A. and Carl Miller, 

Kendallville, Ind. N.R.H.A. Director 

who gave a dialog on "Figure 
Facts". 


tions, we strongly advocate that 
you as individuals, of your re- 
spective communities, foster, 
promote and lead in a ‘Return to 
Interest’ campaign in your form 
of Government, namely :—De- 
mocracy. That you particularly 
advocate the profit system of 
free enterprise, as against the 
socialistic welfare state opera- 
tion that is threatening our de- 
mocracy.” 

On the subject of “Pricing 
and Margins” the Congress 
urged that manufacturers “who 
by published lists, advertised 
prices, Fair Trade contracts or 
in any way set aid indicate the 
retail price of their products— 

“1. That full consideration be 
given to the total cost of the ser- 
vice performed by the retailer 
in handling their products and 
that resale prices be such as to 
allow appropriate compensation 
for the services performed by 
the retailer and a fair profit; 

“2. That price lists be revised 
promptly to reflect current 
prices and be furnished to the 
retail trade.” 

Favoring a “Union of Atlantic 
Democracies” the organization 
went on record to: “urge Con- 
gress to take the proper action 
for calling a Constitutional Con- 
vention of the Atlantic Democ- 
racies to explore the possibili- 
ties of Federation and explore 
how far it is possible to go in 
that direction at this time.” 

Concerning the “Bank For Co- 
operatives” another resolution 
opposed passage of H.R. 848. In 
part this resolution reads: 

“This Congress notes with dis- 
favor and alarm the recent ac- 
tion by the House of Kepresenta- 
tives in passing, without debate, 
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H.R. 848, a Bill which would give 
important financial benefits to 
the co-operative organizations at 
the expense of the taxpayers. 
The effect of this Bill, if enacted, 
will be to give ownership of the 
Bank for Cooperatives to the co- 
operative associations. It will 
give the co-ops continued use of 
some $178 millions of govern- 
ment capital without payment of 
interest, will turn over to the 
co-ops as an outright gift $40 
millions of earned surplus and 
will divert capital repayments 
to the U. S. Department of Agri- 
culture for reinvestment in co-op 
enterprises, instead of returning 
the money to the U. S. Treasury. 
This affords the co-ops a revolv- 
ing fund for financing their ac- 


NOMINATIONS 
CHAIRMAN 





HUGH ROSS 


Jackson, Tenn. 
N.R.H.A. Past President. 


tivities at no interest and pro- 
duces no return to the Govern- 
ment since their earnings escape 
taxation under their long-stand- 
ing exempt status.” 

On the subject of “Tax 
Equality” the Congress favored 
passage of H.R. 5064, in a reso- 
lution, which stated in part that 
it (the Mason Bill) “provides 
that every corporation, includ- 
ing those now exempt or partial- 
ly so, shall be subject to Federal 
income tax on their business in- 
come, defined as gross income 
less the costs of doing business, 
and that patronage dividends, 
regardless of the manner in 
which they are paid, shall not be 
deducted before computing busi- 
ness income for Federal income 
tax determination.” 





























































President's Message 


Retiring President Louis L. 
Hill, Postville, Iowa, in his ad- 
dress “Patterns For Profit,” at 
the Monday afternoon business 
session, outlined the associa- 
tion’s history and services. He 
expressed the hope that “we 
have almost completed our emer- 
gence from the government 
regulations of wartime. Mer- 
chandise scarcity has almost dis- 
appeared and our inventories are 
being adjusted. The _ seller’s 
market of the war years... is 
being replaced by the normal 
condition of a buyers’ market 
with adequate supplies of goods 
and competition among various 
lines of retailing and among 
various commodities and services 
for the consumer’s dollar. 

“We are challenged by the new 
turn in general conditions that 
recent months have brought us. 
The upward trend of prices and 
the persistent demand for any 
and all merchandise, as it became 
available after the long years of 
shortages due to war, had to end 
some time. We have apparently. 
passed the peak. The new prob- 
lem that faces us is to adjust our 
operations to a situation where 
sales volume will not go on 
rising automatically.” 

Further Mr. Hill urged get- 
ting expenses down, with the 
help of store staffs and more 
and better advertising. “We 
were glad to mark our goods ac- 
cording to the ‘up’ market. Now 
let’s not miss the boat when the 


HE PLANNED THE FUN 





RUSSELL R. MUELLER 


Boston, Mass. 
Secretary of the New England 
Hardware Dealers’ Ass'n. 
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NEW PRESIDENT 





Ww. C. JUDSON 
Big Rapids, Mich. 


market is declining. Check the 
9 


Fall mail order catalogs! 


Mr. Peterson Reports 


In, his annual report as man- 
aging director of N.R.H.A. at 
the Monday afternoon business 
session, Rivers Peterson, In- 
dianapolis, Ind., outlined the as- 
sociation’s Public Relations pro- 
gram, using national consumer 
and farm publications, and un- 
derwritten by contributions of 
$67,000 from N.R.H.A., a like 
sum from wholesale hardware 
houses and the same amount 
from affiliated state and regional 
associations. Decals, showing 
the IRHA (Independent Retail 
Hardwaremen of America) em- 
blem, reprints of the Public Re- 
lations ads, and use of mats for 
local tie-in ads were offered in 
connection with the program. He 
also outlined various association 
services. 

Commenting on the small be- 
ginnings of N.R.H.A. 50 years 
ago, he expressed pride in hav- 
ing been an employee of it for 
30 of those years. In a summary 
of some of the findings of the an- 
nual “Cost of Doing Business 
Survey” he pointed out that the 
1948 operations showed: 

“1. Sales held about level with 
1947. 


“2. Margin was slightly better, 
being 27.08 per cent in ’48 
against 27.50 per cent in ’47 for 
all stores reporting. Or for 788 
identical stores the margin was 
27.60 in ’48 as compared with 
27.31 per cent in ’47. 


“3. But expenses rose. For 
the entire group they were 20.80 
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per cent in ’48 as compared with 
19.05 per cent for ’47. 

“4. And earnings declined. 
They declined for the third suc- 
cessive year. In ’46 they were 
11.30 per cent of sales. In ’47 
they were 9.75 per cent and last 
year they were 8.30 per cent. 

“5. Inventories were up and 
stock turn declined. It declined 
for the third successive year. It 
was 3.53 per cent in ’46; 3.35 in 
’47 and 2.75 in ’48.” 


Talks on Advertising 


In his talk, “Buying Patterns 
Are Profit Patterns,” John Gie- 
sen, New York City, Director, 
Retail Division, Bureau of Ad- 
vertising, American Newspaper 
Publishers’ Association, used 
slides to illustrate the ratio of 


N.R.H.A. VICE PRES. 


| 
: 






J. D. REYNOLDS 
Carthage, Mo. 


volume to advertising, for vari- 
ous types of concerns, including 
a number of hardware stores in 
various sections of the country 
and with varied advertising 
budgets. He said that the prob- 
lem of a hardware dealer “‘seems 
like a simple one. All you have 
to do is to make sure that when 
anyone thinks about a hardware 
item, whether it be paint, bi- 
cycles, electric irons or furnaces, 
that person thinks of coming to 
you first ... But, you must also 
think about the people who don’t 
know you, and may be more like- 
ly to seek out some other type of 
store when their wish to buy 
hatches into decision and ac- 
tion.” 


Washington Report 


William R. Noble, resident 
representative of N.R.H.A. in 





Washington, and who also repre- 
sents the National Retail Farm 
Equipment Association in a like 
capacity, gave on Tuesday a re- 
view of the situation in the capi- 
tal with regards to legislation 
relative to retailing. He paid par- 
ticular attention to the Robin- 
son-Patman Act and the Fair 
Trade laws. 

Mr. Noble urged members of 
the organization to take a great- 
er interest in legislative matters 
and to get on a better footing 
with their local representatives 
in Congress. He held that it 
would be advisable for more of 
them to take an active interest in 
local politics so that the men they 
send to Congress would realize 
that they have a personal inter- 
est in the issues which arise. He 
stated that Congress today is in 
a state of flux and that senators 
and representatives are more 
conscious than ever of the pres- 
sure groups. 


Hits Pricing Methods 


Speaking on “Pricing ard 
Margins,” Loren D. Peer, San 
Jose, Cal., president, California 
Retail Hardware Association, 
said, “We have become satisfied 
with the popular idea that we 
have been making lots of money. 
The fact is, this is an exaggera- 
tion. Hardware dealers have ac- 
tually overstated their profits. 
Hardware dealers, in general, 
have made no proper allowance 
for the rise in the cost of replac- 
ing inventories, obsolescence, 
which should be charged against 
profits, the eost of capital replac- 


NEW N.R.H.A. DIRECTOR 





L. A. “PETE LUEDTKE 
Fairmont, Minn. 





33 








N.R.H.A. 
MANAGING 
DIRECTOR 





RIVERS PETERSON 
Indianapolis, Ind. 


ments, or the increase in fixed 
expenses, such as, the constant 
rise in wages and salaries over 
an extended period of time, the 
increase in payroll contributions. 
social security, unemployment 
insurance, etc.” 

He contended that, “The inde- 
pendent hardware dealer should 
have the right to determine what 
price, or what margin, he needs 
to operate successfully. It seems 
very impractical that a manufac- 
turer can set the resale price on 
certain items, whose outlet to the 
ultimate consumer is practically 
100 per cent through retail hard- 
ware dealers’ channels, not giv- 
ing consideration of profit for 
the dealer in his pricing.” He 
commended those who have their 
lines under Fair Trade contracts 
in those states in which such con- 
tracts are legal. 

“We have not begun,” he de- 
clared, ‘‘to realize our full poten- 
tialities in dealing with the prob- 
lem of pricing policies of manu- 
facturers who protect only them- 
selves by establishing a Fair 
Trade price on their products 
with no consideration of a profit 
for the dealer. In many in- 
stances, these Fair Trade prices 
are not so fair after all.” 


Urges Federal Union 


Edmund Orgill, president, Or- 
gill Bros. & Co., wholesale hard- 
ware firm of Memphis, Tenn., de- 
livered a rousing exposition of 
the matter of world federation, 
at the Tuesday morning session. 
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Mr. Orgill, who is a member of 
the board of directors, Atlan- 
tic Union Committee, empha- 
sized that Communism continues 
to flourish and spread in all parts 
of the world and that the only 
hope for the free nations of the 
world is to merge their interests 
in a confederation. He stated 
that the program of the Atlantic 
Union Committee is to create an 
interest among the free people 
of this country and the other 11 
signatories of the Atlantic Pact, 
so that they will demand that an 
exploratory assembly be held for 
the purpose of studying the pos- 
sibility of merging common in- 
terests in a world federation. 

Mr. Orgill likened the situa- 
tion today to that which existed 
in 1787, when many of the great 
leaders like Washington, Hamil- 
ton, Madison, Franklin, Mason 
and Randolph saw a need for a 
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A. E. HERRNSTEIN 


Chillicothe, Ohio. 
Past Pres., N.R.H.A. 


greater instrument of govern- 
ment than the Articles of Con- 
federation, under which the 
American nation began. He con- 
tended that the differences which 
beset the colonists were every bit 
as great as the differences of the 
Atlantic Pact nations of today, 
but he thinks that the results of 
a world union conference could 
prove to be as great and far- 
reaching as the assembly which 
produced our Constitution. 

“In this new Federal Union,” 
Mr. Orgill explained, “you and I 
would still be citizens of our 
separate states and the United 
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States, just as we are now, but 
in addition, we would also be 
citizens of the larger Union of 
the Free ... The hope is that the 
republic thus formed, would be 
modeled on our Constitution, and 
would be the nucleus for an 
eventual world government, and 
that it would be designed so that 
other nations could be accepted 
into the union provided they 
had or came to have our ideals 
about freedom... ”’ 


Planning the Year 


Six accounting steps which 
can be used by any dealer to map 
out his store’s operating course 
a full year in advance, were ex- 
plained in detail by Rivers Peter- 
son, N.R.H.A. managing direc- 
tor, who engaged in a dialogue 
discussion with Carl A. Miller. 
Kendallville, Ind., N.R.H.A. di- 
rector, at the Wednesday session. 
The subject of the discourse was, 
“Figure Facts in the Profit Pat- 
tern.” 

Mr. Peterson used operating 
figures of a typical small store 
to show how a simple form, the 
Business Control Sheet, devised 
by N.R.H.A., can be used as a 
means of establishing, at the be- 
ginning of a year, just what esti- 
mated sales, expenses and pur- 
chases, will be from month, 
throughout the year. According 
to Mr. Peterson, the sheet will 
also show the dealer his esti- 
mated and actual cost of doing 
business, the dollar value of his 
inventory and the estimated dol- 
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Convention headquarters—the Hotel Statler. 


lars of profit, on a monthly basis, 
during the course of a year. 

To use the system, according 
to Mr. Peterson, the dealer bases 
his store operating plan on his 
estimated cost of doing business 
for the year, rather than on an 
estimated amount of sales for 
the year. He recommended it as 
being a simple system for the 
use of the average hardware 
store. 


Discusses Display 


In his talk, “Display in the Mer- 
chandising Pattern for Profit,” 
Meade Johnson, general sales 
manager, Stamford (Conn.) Di- 
vision, The Yale & Towne Mfg. 
Co., said that the transformation 
from a sellers’ to a buyers’ mar- 
ket and the return to the “law of 
supply and demand” has _ been 
good “in terms of the general 
welfare.” Good store and win- 
dow display are needed for the 
sale of both impulse and demand 
items. He explained results of 
point-of-sale display tests made 
by five well known brand man- 
ufacturers, including Yale & 
Towne as tests which proved ef- 
fectiveness of window and in- 
terior displays in hardware 
stores. These tests proved, he 
said, that “hardware products 
react generally more strongly to 
displays than most other com- 
modities.” 

Urging hardware dealers to 
use their “display space and dis- 
play budget for impulse items 
and for products which can stim- 
ulate impulse buying,” he fur- 
ther said that “displays should 
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be used to focus attention at the 
right time on seasonal items.” 


No Cause for Gloom 


Speaking on “The Business 
Outlook,” Dr. Jules Backman, as- 
sociate professor of economics, 
New York University. New York 


CONVENTION SPEAKER 





DR. JOHN L. DAVIS 


City, declared that, “While busi- 
ness activity will continue to de- 
cline, there seems no reason to 
expect a repetition of the 1920- 
21 collapse. For the entire year 
1949 disposable personal incomes 
seem likely to be little different 
from the total in 1948, although 
in the last half of 1949, the total 
will be lower. Further declines 
in prices seem probable in the 
last half of 1949. For the entire 
year, it appears that retail sales 
of hardware stures will be down 
a little more than 10 per cent 





from a year ago. However, prof- 
its will decline much more sharp- 
ly, because while some expenses 
can be cut, others will lag behind. 
The relatively favorable level of 
consumer income suggests the 
desirability of strong promotion- 
al activity ... 1949 clearly is the 
year of adjustment. While the 
totals will be lower than 1948, it 
will still be one of the best years 
on record. There was no reason 
to expect that the ride on the 
gravy train would last forever. 
Now that that ride is over, there 
is no reason why we _ should 
plunge into deep pessimism and 
anticipate that the other extreme 
will eventuate.” 


Where There's A Will 

Using as a subject the chal- 
lenging thought, “If I Should 
Die Tonight,’* Philip J. Wood- 
ward, Boston estate attorney, out- 
lined to the dealers some of the 
problems which inevitably arise 
when a businessman has failed 
to make proper provisions for 
the disposition of his business 
or the settlement of his estate 
upon his death. 

Mr. Woodward explained some 
of the ways by which the dealers 
could assure themselves that 
their families would be least af- 
fected by heavy estate taxes and 
the great expense of disposing of 
a business not properly covered 
by a will. 

In the concluding address of 
the convention, Dr. John L. 
Davis, New York City, retired 
minister, humorist and _ philoso- 
pher, spoke on “Our Postwar 
Challenge,” interjecting consid- 
erable humor into his remarks. 
The important thing in this 
country is the unity of 148 mil- 
lion people and avoidance of regi- 
mentation. We want liberty and 
not license, he warned, declaring 
that if everyone in this country, 
for a period of just one year was 
to work for the good of the na- 
tion, we could solve all of our 
country’s problems. “A _ politi- 
cian,” said Dr. Davis, “is a man 
who’s got what it takes to get 
what you’ve got.” He declared 
that politics is discoloring our 
nation and that our leadership 
in the world’s affairs depends 
upon every person in this great 
country. We need religion and 
morality for the good of our 
country. 

Major portions of most of the 
addresses, given at the conven- 
tion, will be found in the pages 
immediately following. 









Yankees Host at New England Clambake After Boat 





Trip to Marblehead 


Most of the hardware people on the top deck of the S. S. Allerton, seem to 

be interested in the “mothball" fleet of airplane carriers, at the Boston Navy 

Yard. They were enroute to the clambake at Marblehead, when this picture 
was ‘taken. 


A well-rounded program of 
entertainment was provided by 
the New England Hardware 
Dealers’ Association, which 
played host to the convention. 
The smallest details, which added 
to the pleasure of the guests, 
were anticipated by the enter- 
ment committee which was 
headed by Raymond Crompton, 
East Greenwich, R. I., president 
of the group, and by Russell 
Mueller, its executive director. 

One of the most delightful fea- 
tures of the convention was a 
cruise to Beverley, Mass., and 
thence to historic Salem and 
Marblehead by bus. Edward 
Rowes Snow, lecturer and writer, 
gave a running commentary on 
the famous sites in Boston Har- 
bor and told many stories about 
shipping in the Colonial times 
and in the days of the colorful 
sailing ships. 

More than 600 members and 
their families made the trip 
aboard the S.S. Allerton which 
was chartered for the occasion. 
Most returned, after midnight, 
by the same means, but other 
wary guests from such _ land- 
locked states as Iowa, Indiana 
and Kansas decided that it would 
be more advisable to use a more 


3h 


conventional means of transpor- 
tation so they returned by 
chartered buses. 

Perhaps they were right to do 
so, for the maitre de hotel of the 
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Miss Sally Steenhusen, Irwin, lowa, 
who sang solos at one of the ses- 
sions. 


Rockmere Hotel, at Marblehead, 
revealed that 26 bushels of 


clams, 660 lobsters, 300 chickens 
and 1000 ears of corn had been 
placed in the deep pits over 
heated rocks and seaweed some 
hours before the hungry guests 
arrived on the scene. The guests 
also consumed 80 gallons of 
chowder, 40 watermelons, 70 gal- 
lons of coffee, plus gargantuan 
amounts of other kinds of food 
and drink. Dancing was enjoyed 
on the return voyage by those 
who had found their sea legs. 

The rolleall of delegations on 
the opening night proved to be a 
lot of fun, with many of the 
state groups vying with each 
other to produce the most im- 
aginative or mirth-provoking 
stunt. Large groups from such 
distant places as Southern Cali- 
fornia and the Northwest rose to 
take ovations during the course 
of the evening. 

President and Mrs. Louis L. 
Hill headed the receiving line at 
a party held in their honor, after 
the rollcall. 

A golf tournament at the 
Woodland Golf Club, horse racing 
at Suffolk Downs and specially 
conducted sightseeing tours of 
historic Boston and _ vicinity 
made up the Wednesday after- 
noon entertainment program. 
C. W. Anderson, New Bethlehem, 
Pa., had a card of 75, the honors 
for low gross—78— went to 
William Shaw, Kansas City, Mo., 
secretary, Western Retail Imple- 
ment & Hardware Association 
and Earl Dean, York, Neb., a 
past president of the associa- 
tion, reported the highest score. 

The social side of the conven- 
tion was climaxed by a banquet 
and floor show, held in the main 
ballroom of the Statler, Wednes- 
day evening. 

The business sessions were all 
started by community singing 
led by Arthur Spaulding, Boston. 

The genial new president, 
W. C. “Wildcat” Judson, came in 
for considerable ribbing through- 
out the convention, and the 
Michigan delegation which was 
advocating his election to the 
presidency, held open house in 
its “political” headquarters. 
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W. C. “Jud” Judson 





N.R.H.A.'s New President 





N.R.H.A. President W. C. "Jud" Judson of Big Rapids, Mich., a hunter and 
fisherman, with his dog Pat who has performed with credit in Manitoba, 


Saskatchewan, Ontario, South Dakota, and Michigan. 


C APPING a career 


as a hardware merchant that 
misses by only two years that 
magic round “40,” is W. C. “Jud” 
Judson’s ascendency to the presi- 
dency of the National Retail 
Hardware Association. He was 
elected to that office at the closing 
session of the organization’s 50th 
Annual Congress, July 11-14, at 
the Hotel Statler, Boston, Mass. 

Mr. Judson learned his hard- 
ware merchandising the hard 
way, from the ground up—as 
janitor, stove blacker, stock boy, 
stove “setter-upper,” horse and 
wagon driver, truck driver, er- 
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rand boy and finally thought he 
had arrived when he was made 
manager of the sporting goods 
department. That was all before 
World War I, in 1911, when as 
a young man of 18 he went to 
work at his uncle’s store, C. P. 
Judson & Co., which was located 
at Big Rapids, Mich. 


Acquires Own Business 


But that was only the begin- 
ning, for the hardware business 
actually became his own in 1927 
and is now known as Judson’s 
Hardware. “Today,” Mr. Judson 
says candidly, with sincere ac- 





. 


knowledgment to Mrs. Judson 
who has been instrumental in 
helping achieve his business suc- 
cess, “I am just a hardware man 
who devoted all his time years 
ago to the hardware business so 
that now I can hunt and fish 
and work at the hardware busi- 
ness as well.” 

Mr. Judson is now able to reap 
his reward by virtue of the fact 
that for 25 years he put in many 
18 hour days making a go of his 
business. He nursed the busi- 
ness along, with, as he puts it, “a 
$15,000 stock, a lot of debts and 
lots of enthusiasm.” 

To Mrs. Judson goes much 
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The Judsons on the steps of their cottage at Clear Lake, five miles from 

Big Rapids. Left to right are Mrs. Tom G. Judson, Mrs. W. C. Judson, 

Mr. Judson, and Tom G. Judson, now a Senior at Michigan State College 

where he is studying business administration. He plans to enter the family 
hardware business following his graduation. 


credit for shaping the present 
business for in the course of de- 
veloping their hardware store, 
she kept books, drove trucks, 
served as buyer, trimmed win- 
dows and worked on the sales 
floor. She has, and still does, 
pinch hit anywhere at any time. 

A sportsman himself, with a 
passion for fishing and hunting, 
it is only natural that Mr. Judson 
counts his store’s sporting goods 
department as a major one. Big 
Rapids is situated in good Michi- 
gan hunting and fishing terri- 
tory on a direct route from the 
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large cities to some of the best 
fish and game reserves and the 
stcre has become a meeting cen- 
ter for city sportsmen who de- 
pend on it for information and 
equipment. 

However, the major portion of 
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the Judson business comes from 
farmers, and since they are 
largely dairy farmers, promo- 
tional emphasis is also put on 
dairy barn supplies. Other large 
unit departments are roofing 
(asphalt and steel) and a plumb- 
ing goods department although 
no installations are made by the 
store’s personnel. The firm in- 
stalls plate glass and operates a 
truck specially fitted to carry 
large sizes. An attractive gift 
department is situated next to 
the sporting goods department 
and contributes heavily to the 
overall volume because it invites 
the ladies whose husbands are 
buying their sporting gear to do 
some shopping on their own. 


Modernization Plan 


The Judson Hardware was 
modernized about 10 years ago 
and is getting set for another 
such program. The store build- 
ing has recently been acquired 
along with an adjoining store 
property and both will be com- 
bined in an extensive store front 
and interior remodeling job. The 
present store is 25 x 150 feet on 
the main floor with a storage 
basement. A basement under the 
neighboring store serves as a dis- 
play room for plumbing supplies, 
floor covering and wallpaper and 
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A sportsman himself, Mr. Judson 
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does not neglect sporting goods as 
a profitable business. Complete- 
ness of equipment and displays as 
well as being right-up-to-the-minute 
with hunting and fishing advice have 
made Judson's Hardware a "must" 
stop for city sportsmen on their 
way to field or stream. 
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out-of-season toys and wheel 
goods. 

Successful store management 
for Mr. Judson embraces the phi- 
losophy of delegating authority 
and duties to employees. He be- 
gan building the type of organi- 
zation which could handle re- 
sponsibility as soon as he gained 
control of the business. As he 
says, “I ask for results and leave 
most of the details as to how 
they are to be obtained up to the 
individual. Each person in the 
store is held responsible for cer- 
tain of the varied activities. I 
don’t consider that I have any 
employees. They are partners of 
mine in selling hardware. In 
reality I am sole owner, but 
everyone here feels that they are 
a part of the business and all 
share in our prosperity or ad- 
versity.” At present there are 
11 on the store staff, including 
Mr. Judson. And, of course, 
there is Mrs. Judson. 


World War | Veteran 


“Jud” Judson was born in 
Schoolcraft, Mich., Oct. 31, 1893. 
Upon completion of his high 
school education there, he took a 
one-year business course at Fer- 
ris Institute in Big Rapids. His 
hardware career, which began in 












toys and wheel goods. 
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The Judson Hardware occupies a 
25 by 150-ft. display room modern- 
ized 10 years ago. Now that Mr. 
Judson has acquired the property 
and the adjoining store, a new mod- 
ernization plan will soon be put into 
effect. Basement under adjoining 
store room is now used for displays 
of floor coverings, wallpaper, 
plumbing supplies and out-of-season 





For the ladies—an attractive gift department. It's next to the sporting 
goods displays and while the men are getting their gear, the ladies can do 
a little buying of their own. 


1911, has only been interrupted 
by the First World War. At the 
beginning of World War I, he en- 
listed in Co. H of the 32nd Michi- 
gan Infantry which later became 
Co. I of the 126th Infantry, a 
part of the famous 32nd Division 
which, after serving in the Cha- 
teau Thierry fighting, became 


known by the French name, “Les 
Terribles.” 

He served with the 32nd Divi- 
sion through the fighting in Al- 
sace-Lorraine—The Marne River 
at Chateau Thierry — Juvigny 
and Soissons—the Argonne and 
the Army of Occupation. He 
credits his training in the army 
as contributing greatly to his 
success in business. 

When not at his hardware 
store, Mr. Judson hunts and 
fishes. He hunts in many parts 
of Canada and also in South 
Dakota. He and some friends 
own a 40 in northern Michigan 


(Continued on page 63) 
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Monday Afternoon Session 


Patterns for Profit 


BRIEFLY outlining the association's history and 

telling of its services, Retiring President Hill 
touches on the shift from the sellers' to the buyers’ 
market. He urges reduction of expenses, improve- 
ment of service and building of traffic through bet- 
ter stores and better merchandising. Business is 
good, he says, "when we look back to our 1939 
records," even though profit may not be where we 
would like it and despite unbalanced inventories. 


By LOUIS L. HILL 
Postville, lowa 
Retiring N.R.H.A. President 


Or c: again, at this 


annual meeting of the National 
Retail Hardware Association, we 
are gathered together in his- 
toric Boston to record another 
chapter in the history of one 
of the outstanding national re- 
tail organizations in the United 
States. 

Trade relations and the grow- 
ing complexities of competition 
during the latter years of the 
19th Century led alert and 
thoughtful hardware merchants 
of that time to note the need 
for united action to study com- 
mon problems. During the decade 
of 1890 to 1900, groups of hard- 
ware men in many sections, from 
New England to the middle west, 
met to get acquainted and con- 
sider the best method of pro- 
moting their mutual welfare. 
Formal organizations at first 
were only local in scope. 

But these soon led to the or- 
ganization of state associations 
and by the turn of the century 
the leaders of these pioneer re- 
tail hardware associations had 
enlarged their vision to the point 
of realizing that there were 
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grounds for common study and 
action among hardware men of 
all areas. The name of the late 
Z. T. Miller, Bloomington, III, 
stands enshrined in association 
history as the man who called 
the meeting in Chicago on March 
12, 1900, to consider some form 
of affiliation of the existing state 
organizations. The 25 represen- 
tatives of nine state associations 
who met there that day set the 
course of the national organiza- 
tion which has continued through 
all the years since that date to 
serve the Independent Retail 
Hardwaremen of America. 

In 1901 the headquarters of 
the National Retail Hardware 
Association, for all practical pur- 
poses, consisted of a pigeon-hole 
in a roll-top desk in the rear of 
a hardware store in Argos, Ind. 
Its staff consisted of Melvin L. 
Corey, National Secretary, who 
spent as much time as he could 
spare from the demands of a 
flourishing business. The organ- 
ization was composed of the affil- 
iation of eight small state asso- 
ciations whose secretaries, like 
Mr. Corey, were hardware re- 
tailers. It was without funds. 

Today the National Retail 





Louis L. HILL 


Hardware Association is com- 
posed of an affiliation of 37 
states and sectional associations, 
all of which employ secretaries 
whose entire time and attention 
is devoted to association affairs. 
In addition, a number of these 
state associations. employ field 
men to give added service to 
their membership. 

In keeping with the purpose 
and performance of the 49 meet- 
ings that have gone before, the 
Golden Anniversary Congress is 
dedicated to a study of the sit- 
uation in which our trade cur- 
rently finds itself, so that we 
may re-check the course of inde- 
pendent hardware retailing and 
make such adjustments as may 
be required to meet today’s con- 
ditions. 


Wartime Regulations 


We hope that we have al- 
most completed our emergence 
from the government regulations 
of wartime. Merchandise scar- 
city has almost disappeared 
and our inventories are being 
adjusted. The sellers’ market of 
the war years and afterwards is 
being replaced by the normal 
condition of a buyers’ market 
with adequate supplies of goods 
and competition among various 
lines of retailing and among var- 
ious commodities and_ services 
for the consumer’s dollar. We 
have arrived at a period in our 
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"We hope that we have almost completed our emergence 
from the government regulations of wartime. Merchandise 
scarcity has almost disappeared and our inventories are 
being adjusted. The sellers’ market of the war years and 
afterwards is being replaced by the normal condition of a 
buyers' market with adequate supplies of goods and com- 
petition among various lines of retailing and among various 
commodities and services for the consumer's dollar. We have 
arrived at a period in our economic history which calls for 


most careful consideration. 


"We have apparently passed the peak. The new problem 
that faces us is to adjust our operations to a situation where 
sales volume will not go on rising automatically." 


O 


economic history which calls for 
most careful consideration. 

We are challenged by the new 
turn in general conditions that 
recent months have brought us. 
The upward trend of prices and 
the persistent demand for any 
and all merchandise, as it be- 
came available after the long 
years of shortages due to war, 
had to end some time. We have 
apparently passed the peak. The 
new problem that faces us is to 
adjust our operations to a situa- 
tion where sales volume will not 
go on rising automatically. 

Henry Ford once said, “Busi- 
ness is never so healthy as when, 
like a chicken, it must do a cer- 
tain amount of scratching for 
what it gets.” The hardwaremen 
of America have now reached the 
“scratching” period. We realize 
more and more that we have got 
to sell. No longer is the customer 
going to come in and take the 
merchandise away from us. 

Higher and higher expenses 
which were not a problem during 
the days of higher and higher 
sales volume have raised the 
break-even point in our stores, 
the same as in industry, to a 
level far higher than any break- 
even point ever handled under 
peacetime conditions. With a 
levelling or decline in volume 
there must be a corresponding 
levelling or reduction in expenses 
if the profit is to be maintained 
—and herein lies the reason for 
the theme of this congress, “Pat- 
terns for Profit.” 

This is not the first time we 
have been confronted with the 
subject of “Profit.” Following 
the ‘drastic decline in prices 
which came in the wake of World 
War I, politicians and certain 
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consumer publications began an 
attempt to charge the retailer 
with “profiteering.” One of the 
first blasts at the retail trade 
came in an editorial in the New 
York Times in April, 1921, in 
which hardware dealers were 
classed as “among the worst of 
profiteers.” This was followed 
by an avalanche of abuse leveled 
against the retail trade in gen- 
eral, and in some particular in- 
stances the hardware trade. The 
blame for continued high prices 
was placed there. 

We are no more interested in 
“profit” today than we were in 
1921, only from a different angle. 
What are the principal factors 
of management needed to control 
our businesses during the re- 
treat from inflation, whether it 
proves to be disinflation, defla- 
tion or mild recession? 


High Savings Rate 


In considering our “Patterns 
for Profit,” we must remember 
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EARL DEAN 
York, Neb. 
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that we are living in a period 
that is different and perhaps 
more encouraging than any post- 
war period tne country has ex- 
perienced. The odds are against 
a depression like the one we ex- 
perienced in the early thirties. 
The fundamental reason seems 
to be the solidarity of our bank- 
ing system. The savings of the 
people are the highest in history. 

The value of the dollar is 
around 60 cents as compared 
with a low of 57 cents some 
months ago. Price reductions 
are extending. Unemployment 
is increasing but at the same 
time the productivity of labor 
is greater than for some time. 
Some profits are very good and 
some are not. As a whole the 
decline is very orderly and there 
is no sign of panic. 

I am a great believer in ad- 
vertising. I never miss having 
from one to three ads in our 
weekly newspaper. In addition, 
I use stuffers with the monthly 
statements, that we send to our 
customers; have special sales 
bills—and send out 3,000 cata- 
logs three times a year. Even 
with this program, we do not 
begin to spend the 2 per cent of 
our volume in advertising, which 
is recommended for all retailers. 

In considering our ‘Patterns 
for Profit,” we must all keep in 
mind that our competitors, the 
chains and mail-order houses, 
have a planned promotion and 
that their managers must fol- 
low this plan. We are all in- 
terested today in more business. 
The only way we can get more 
business is to get more custom- 
ers into our stores by advertis- 
ing and by attractive windows. 
It is up to us and our sales 
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Fairview, Okla. 
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force to do the selling after the 
customers are in the store. 


Buyers’ Market 


The shadow of the buyers’ 
market has fallen today on some 
industries where the seller has 
been most strongly entrenched. 
Supply has caught up with de- 
mand. The return to a buyers’ 
market should not be confused 
with a depression, however, nor 
is it “selling America short.” 
On the contrary, most people 
think it is the healthiest condi- 
tion for business. Customers and 
sales, not supplies, get business- 
men’s worry and attention now. 

Accumulated demand has been 
met. Most retail stores are now 
finding it advisable to run sales 
to reduce stocks. The important 
fact is that the United States 
has an abundance of materials 
and manufactured goods await- 
ing the consumer again. As a 
natural consequence, the buyer’s 
attitude has changed—he is 
harder to please and_ shops 
around more. Be sure to re- 
member to mark your merchan- 
dise down with the market. We 
were glad to mark our goods 
according to the “up” market. 
Now let’s not miss the boat when 
the market is declining. Check 
the fall mail order catalogs! 

One of the very important 
factors in our “Patterns for 
Profit” is the service we must 
give our customers. Everything 
the retail store does should aim 
at serving the customer. The 
retailer exists to serve him with 
the merchandise he wants, when 
he wants it, and where he wants 
it. The merchant performs the 
service of a buying agent. The 
customer wants more than just 
merchandise at a certain time 
and a certain place. He wants 
it under certain conditions. He 
demands that we furnish him 
with more information about the 
quality, construction and use of 
the merchandise that we offer 
for sale. 

In this connection, I would 
like to quote from an editorial 
in the June 16th Des Moines 
Register. ‘‘The Hardware deal- 
er’s ace-in-the-hole, in competi- 
tion with the mail order house 
and the low-priced chain store, 
is his know-how about the things 
he sells. Nearly always a prac- 
tical man, he can tell the helpless 
housewife and her sometimes 
even more helpless husband how 
to spray the roses, how to re- 
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“The sellers' market of the 
war years and afterwards is 
being replaced by the normal 
condition of a buyers’ mar- 
ket with adequate supplies of 
goods and competition among 
various lines of retailing and 
among various commodities 
and services for the consum- 
er's dollar." 

—Louis L. Hill 
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finish the floors, how to caulk 
the cracks and which spade to 
buy for the job at hand. The 
catalog can’t do this, nor can the 
young girl behind the variety 
store counter.” 

This editorial was in response 


Bunker Hill Monument on 
Breed's Hill, Charlestown. 


to an excellent discussion by Dr. 
Woody Thompson of the State 
University of Iowa’s Bureau of 
Business and Economic Research 
on “Iowa Hardwaremen Look to 
the Future.” This discussion 
was in the June number of the 
Iowa Business Digest. 
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"The only way we can get 
mere business is to get more 
customers into our stores by 
advertising and by attractive 
windows. It is up to us and 
our sales force to do the sell- 
ing after the customers are 
in the store." 

—Louis L. Hill 


Dr. Thompson conducted the 
panel discussion in 12 Iowa dis- 
trict meetings. To me, it is very 
encouraging to note the interest 
that is being taken by our uni- 
versities and colleges today in 
practical retailing. It was only 
a few years ago when all of the 
courses were theoretical. In turn, 
the retailer today is more in- 
terested in the economic side 
than ever before. I believe that 
Dr. Thompson was surprised to 
note that if some member of the 
panel did not ask about the bus- 
iness outlook, someone in the au- 
dience would ask the question. 

“Patterns for Profit,” if suc- 
cessful, demand accounting ef- 
forts—the maintenance of rec- 
ords and the use of these records 
as a basis for determining the 
results of operations. The small 
store operator, as well as the 
large operator must keep records 
of his purchases of merchandise, 
of his sales, expenses, accounts 
receivable, accounts payable and 
the like. On the basis of these 
past records he will be able to 
set up expense and merchandise 
budgets to be used as future 
guides. 


Inventory Factor 


To my way of thinking the 
most important factor in our 
“Patterns for Profit” is our in- 
ventory. We have all had too 
large an inventory. The whole- 
salers’ and manufacturers’ in- 
ventories have been too large. 
When the retailer stops buying 
from the wholesaler, the whole- 
saler in turn stops buying from 
the manufacturer. It is then 
necessary for the manufacturer 
to curtail production. This in- 
creases unemployment and so 
the vicious circle continues. Our 
method of buying is rapidly ap- 
proaching our buying of the late 
thirties. Losses in inventory 
during the last depression fright- 
en some businessmen. While we 
should not be overstocked, it is 
good business to carry a well- 
balanced stock for our custom- 
ers’ requirements. 

As a layman, I would like to 
ask why it is not possible for a 
manufacturer to cut his prices 
as much as can be done and then 
say he is through as long as the 
price of raw material and labor 
stays where it is. Instead of 
that, we have cuts on automo- 
biles, refrigerators and other 
major items of a few dollars and 
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R. H. WESTBROOK 
Riverside, Cal. 


then in a short time another 
cut. The consumer continues to 
wait for still another price de- 
cline. We all wish to buy as 
cheaply as possible. I believe 
there are very few of us in this 
group who have not had the ex- 
perience of having a customer 
tell us that he is going to wait 
until the price goes down again. 
How many advertisements have 
you seen announcing the cut in 
prices as final, unless there is 
a further change in manufactur- 
ing costs? One of the things 
that is hurting business today is 
the customers’ expectation that 
prices are going to come down. 

I am not an economist but a 
small retailer. No two econo- 
mists seem to agree, so it is 
fortunate that I am a retailer. 
In the last few months, we have 
been besieged by radio commen- 
tators and some newspaper col- 
umnists expounding their the- 
ories on the “depression.” To 
my way of thinking, it would be 
much better to let prices reach 
their level without disturbing 
the buying psychology of the 
consuming public with these 
threats of dire trouble. A great 
many retailers have the jitters 
as badly as their customers and 
don’t know which way to jump. 
It reminds me of the story of 
two colored deacons attending 
the funera! services of a depart- 
ed member. The preacher had 
praised the virtues of the dead 
man and stepped down from the 
pulpit to open the casket for the 
widow to view the remains for 
the last time. The widow was 
overcome with grief and emo- 
tion and leaning over the edge of 
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Athens, Ohio 





A. B. HILL 
Portsmouth, Va. 


the casket with outstretched 
arms, cried several times — 
“George, my love, speak to me 
just once!” One of the deacons 
standing by the wall whispered 
to his friend: “If he do, dat’s 
my window!” We have all been 
looking for a place to jump re- 
cently and anxious to take our 
customers with us. 

Business isn’t so bad when we 
look back to our 1939 records. 
Perhaps our profit is not where 
we would like to see it. Inven- 
tories have been high and a 
great many retailers over the 
country are unloading at any 
price. Many over-cautious re- 
tailers are losing sales and cus- 
tomers today. 


Proper Expense Control 


In studying our “Patterns for 
Profit” we must bear in mind 
that much of our decline in net 
profits is due to high overhead. 
We should study every operation 
in our business and every pur- 
chase of stock with a view to 
eliminating all waste. Salaries 
should be the last thing that we 
should think of cutting. How- 
ever, our personnel should help 
in checking our overhead. In 
doing this, they should be im- 
pressed by the fact that they 
are protecting their jobs as well 
as our business. 

While watching your over- 
head, don’t let down on your ad- 
vertising. Watch the big fel- 
lows! There has been a decided 
increase in newspaper advertis- 
ing. 

Congress has expressed con- 
cern in recent sessions about 





“While we should not be 
overstocked, it is good busi- 
ness to carry a well-balanced 
stock for your customer re- 
quirements." 

—tLouis L. Hill 


the growing concentration in 
business and in industry and in 
the dwindling numbers of per- 
sons who work for themselves. 
The report of the Senate Small 
Business Committee shows the 
trend toward the eradication of 
initiative and free enterprise 
among small businessmen. 

The retail hardware business 
is a good business. If you have 
the temperament, the ability and 
the undying energy which com- 
pels success, you have the age- 
old Pattern for Profit. Today 
as always, success is by no means 
impossible to the man of small 
capital and big ambitions. 

Practical knowledge is not 
hard to acquire, but it takes 
time, and here as in all the af- 
fairs of life the best fruit of 
experience is the acquiring of 
sound judgment. 

Ideas too — sound common 
sense ideas—will help you along 
through any crisis. Benjamin 
Franklin said, “An investment 
in knowledge always pays the 
best interest.” And above all, 
“In all things showing thyself a 
pattern of good works.” 





Statue erected in Concord 
honoring the Minute Men. 
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Monday Afternoon Session 


Buying Patterns 
Are Profit Patterns 


ALTHOUGH hardware stores have "old friends 

—you know you can count on... to look to 
you for advice,’ says Mr. Giesen, they ''must also 
think about people who don't know you, and may 
be more likely to seek out some other type of store 
when their wish to buy hatches into decision and 
action." Discussed case histories, including those 
of concerns not using their advertising budgets 
properly, in line with seasons, volume and stocks 
on hand. "Your advertising budget is a precious 
fund and every merchant has to guard it carefully 
to keep it from being frittered away at the wrong 
time on the wrong merchandise and on non-pro- 

ductive media,” he concluded. 


By JOHN GIESEN 
Director, Retail Division, 
Bureau of Advertising, 
American Newspaper Publishers’ Assn., 


New York City 


a this changing world 
of ours, and with all the old, es- 
tablished forms of retailing un- 
dergoing alteration and modi- 
fication, there is one very un- 
usual thing about the retail 
hardware store. 

When I see a sign that says 
“Hardware” and walk in, I'll 
find hardware. 

I know that when I go into 
that store I’m not going to find 
cosmetics, or canned foods, or 
ready-to-wear, or drapery ma- 
terial. 

My compliments to your fine 
branch of retailing which has 
stuck to its job of providing the 
American public with all that is 
good and new and useful in the 
field of hardware. 

I don’t mean to imply that 
yours is a static field. On the 
contrary. I never explore one 
of your stores that I don’t find 
something brand new or vastly 
improved. You are continually 
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presenting some ingenious, prac- 
tical, new answer to one of yes- 
terday’s problems. 

However, there’s another side 
of the picture of which you are 
very sharply aware. 

There aren’t many other types 
of retail stores where I won’t 
also find many of the commodi- 
ties—fixtures, tools, supplies, ap- 
pliances — which are actually 
hardware items. 

You are surrounded and in- 
vaded by alien competition. 
Many of your fastest moving, 
most profitable lines, in a sense 
have been kidnapped. 

Again I compliment you a 
much more pointed compliment 
— on being able to stand and 
grow and prosper in the face of 
this multiplied competition out- 
side your own brotherhood. 





A Simple Problem 


Your problem seems like a 
simple one. All you have to do 
is to make sure that when any- 


one thinks about a hardware 
item, whether it be paint, bi- 
cycles, electric irons or furnaces, 
that person thinks of coming to 
you first. 

You have your old friends — 
you know you can count on them 
to look to you for advice and to 
supply them with whatever tool 
or size of crew they need. And 
you’re pretty sure that when 
they are in the market for a 
washing machine or a _ water 
heater, or a good carving knife, 
they’ll come to you and give you 
an opportunity to show the 
merits of your goods. 

But, you must also think about 
the people who don’t know you, 
and may be more likely to seek 
out some other type of store 
when their wish to buy hatches 
into decision and action. 

Now, you render a number of 
services that no other type of 
store is so well qualified to per- 
form. You come under the head 
of an essential business in your 
community, and it is for the 
good of the community at large 
that you should grow and pros- 
per. 

That’s where the newspapers 
of America enter the picture. 

Newspapers are first, last and 
always interested in the commu- 
nity as a whole. That requires 
us to have a specific interest in 
your welfare as an essential part 
of the community. We want you 
to run your business where you 
want it to go. The advertising 
executives of the newspapers of 
America—whom it is my privi- 
lege to represent here at your 
meeting — feel a responsibility 
toward hardware stores. We all 
want to provide every available 
service within our power to help 
you meet today’s problems. 

Now this idea of running your 
business where you want it to go 
is not new or novel. History is 
replete with examples of this 
profitable kind of store operation 
and with personalities who have 
had the force and vision to out- 
law personal opinions and guess- 
work in their planning. These 
great ones in retailing worked on 
a foundation of realities. 

Quite recently Russell W. 
Brown, vice president, Allied 
Stores Corp., speaking of the 
nine million dollars invested in 
advertising annually by this 
great chain organization, told 
me, “They waste practically half 
of their newspaper advertising 
investment.” 
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"You render a number of services that no other type of 
store is so well qualified to perform. You come under the 
head of an essential business in your community, and it is 
for the good of the community at large that you should 


grow and prosper. 


Newspapers are first, last and always interested in the 
community as a whole. That requires us to have a specific 


interest in your welfare . 


. » We all want to provide every 


available service within our power to help you meet today's 


problem." 


Harking back to a conversa- 
tion on the same subject a year 
earlier, Mr. Brown added, “What 
I said then is still true. The 
waste centers in offering wrong 
items — at wrong price lines — 
at wrong times — and lack of 
real selling information in the 
copy.” 


Oldest Form of Trade 


Gentlemen, retailing is cer- 
tainly the oldest form of) trade. 
Our problems today are rooted 
in the problems of far-removed 
customs. The growth of retail- 
ing to about 130 billion dollars 
last year is laid on a foundation 
of the individual accomplish- 
ments of thousands of long-de- 
parted merchants—consolidated 
and organized by the efforts of 
today’s very - much - alive retail 
executives. 

All this time, the art and sci- 
ence of retailing — hardware re- 
tailing included — has been gov- 
erned by a set of simple, common 
sense laws. 

Now there are many people 
controlling the buying and ad- 
vertising of gcods in retailing to- 
day who like to believe that a 
“sixth sense” guides their selec- 
tion and promotion of merchan- 


dise. We all know that there’s a 
native ability — a natural-born 
asset — that makes one man a 


better hardware dealer than an- 
other. 


But this greater adaptability 
to retailing usually turns out to 
be a greater instinctive love for 
the very hard work that goes 
into ferreting out facts — the 
facts about what people want, 
when they want it and how much 
they will pay. 

Now — our objective is a re- 
tail trade whose sales promotion 
and advertising reflect directly 
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and accurately the wants and 
needs of customers. And today, 
we have facts to work with. 

These facts have to do with 
customers, with people — the 
way they buy from month to 
month. These facts establish 
valid patterns to the movement 
of goods from your stores across 
the months of the year. These 
facts support our contention that 
“hunch” and “intuition” today 
are serious impediments to suc- 
cessful storekeeping. 

Let’s take a closer look at the 
facts — about people and your 
customers. 

No one has ever been able to 
predict for a single customer 
what he will buy, where he will 
buy, or how much he will pay. 

Individuality governs the pur- 
chases of any one customer. But, 
multiplied by the wants and 
needs of hundreds of thousands 
each year, these individual dif- 
ferences transform themselves 
into lump sums. 


Measured Collectively 


Thus, although we cannot 
measure public inclination to buy 
individually — it can be mea- 
sured — collectively. 

Markets are groups of cus- 
tomers, and groups of customers 
make buying patterns. 


The purchase of one snow 
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shovel by a single customer does 
not establish a pattern of public 
inclination to buy snow shovels. 

But each year thousands of 


people buy snow shovels — some 
during November — others dur- 
ing January. Sales of snow 


shovels thus assume a rising and 
falling pattern over the months 
of the year. 


Seasonal Variation 

This seasonal variation in the 
lump-sum buying habits of cus- 
tomers is a measurable quantity 
whether we are trying to sell 
snow shovels or paint brushes. 
Let me demonstrate on a very 
broad base which for the mo- 
ment may seem unrelated to the 
problems of hardware’ mer- 
chants. 

As you know, the Federal Re- 
serve Board reports by percent- 
ages retail department store 
sales for months of each year. 
Thus we can determine seasonal 
sales variations for this group 
of stores. Let’s start with the 
last so-called normal year—1939 
— and examine these sales, as 
seen in Chart No. 1. 

Nearly three times: as much 
volume is seen here—eight years 
later, occurring by months. In 
no month is there as much as 
one percentage point difference 
in the seasonal fluctuation of 





Chart 1—Department Store Sales 
1939 and 1947 
Federal Reserve Board Reports 
Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 


1939 
1947 


6.0 5.7 7.9 8.2 83 8.0 58 7.0 9.0 9.6 9.5 15.0 
64 62 83 7.9 84 7.6 62 67 84 9.1 


10.2 14.6 


Only about 42 billion dollars of department store volume is registered 


for 1939. 
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Chart 2—Maximum Variation in Dept. Store Sales 
in each month for 9-year period, 1939—1947 
Source: Federal Reserve Board Reports 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
Minimum 5.8 5.7 7.1 69 7.3 7.0 61 69 7.9 89 9.4 13.8 
Maximum 7.0 6.9 9.2 8.3 8.4 .8.0 .6.4 8.3 9.3 10.0 10.9 15.0 





these two years. Seven years in- 
tervened. Volume almost tripled. 

The world had been shaken by 
an awful war. Merchandise sup- 
ply was choked and distorted. 
Economics were bent all out of 
shape. Population shifted, died, 
grew up. Families were broken 
up. New families were formed. 
But the department store sea- 
sonal sales pattern — like Ol’ 
Man River — “he jest kep’ rollin’ 
along.” 

Let’s look at all nine years at 
once. Let’s pick out the lowest 
point each month dropped to in 
all nine years, in Chart 2. 

January never fell below 5.8 
per cent of the annual volume in 
all nine of those years of eco- 
nomic earthquake. April — even 
with Easter shuttling back and 
forth — never dropped below 6.9 
per cent. November’s lowest 
showing was 9.4 per cent. 

Just think, during these nine 
years — how many times did you 
hear people say, “We can’t de- 
pend on anything any more — all 
precedent is out the window — 
we can’t be certain of anything 
except that nothing is certain’? 

In March—the month of great- 
est deviation — and again I call 
your attention to Easter’s shift 
— the gap between the highest 
of nine Marches and the lowest 
is only 2.1 percentage points. 

In no other month of the nine- 
year record is there a gap of 
more than 1.5 per cent. 

Here is a meter of massed buy- 
ing action — of public inclina- 
tion to buy on a national scale — 
that, I submit, is more valid 
than any “sixth sense” I’ve ever 
heard or encountered. 

The same meter of massed 
buying action is applicable re- 


> 
gionally, in individual cities, and 
in individual stores and to com- 
modities. 


Climatic Variances 

Climatic influences can, of 
course, cause a regional pattern 
to vary from the national. Peo- 
ple on the east coast undoubtedly 
have different shopping habits 
from people on the west coast. 

In highly seasonal merchan- 
dise, climate may have a pro- 
nounced effect on the annual buy- 
ing pattern. Yet, even here, the 
effect is almost always only one 
of advancing, retarding or ex- 
tending the season — and the 
shape of the entire annual pic- 
ture is quite similar to other 
similar climates. 

Now, up to here, you have cer- 
tainly been wondering what pos- 
sible interest I might think you 
would have in department store 
sales and the general discourse 
on all retail merchandise in a 
lump—so let’s get down to hard- 
ware. 

There’s the national picture of 
sales in retail hardware stores in 
both 1948 and 1947 (see Chart 
3 S 

Now, in behind this picture of 
sales of the whole store—there’s 
a lot of action in a lot of differ- 
ent departments, involving a lot 
of different commodities, speed- 
ing up and slowing down at dif- 
ferent times of the year. Some- 
thing is always selling. Even 
though January, February and 
March were below the average 
line of 8.3 per cent, something 
had to be selling to give Janu- 
ary 6.8 per cent of the year; 
February 6:3 per cent; and 
March 7.7 per cent. 





Chart 3—Hardware Store Sales 
1947 and 1948 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
1947 6.1 6.0 7.4 83 9.2 84 83 8.1 8.7 9.2 8.9 11.4 
1948 6.8 63 7.7 9.0 9.0 9.2 84 82 85 85 8.1 10.3 
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In the middle of the year when 
paint sales are most active, bi- 
cycles have just a medium ac- 
tivity, but in the last three 
months of the year, when paint 
action quiets down, bicycles are 
getting their speediest wheeling. 

It is necessary for the individ- 
ual hardware merchant to devel- 
op a yardstick of his own — 
calibrated to his own community 
and to his own sales experience, 
but these broad national figures 
do serve as a starting point. 

Each one of you is an individ- 
ual, and as individuals, each 
of you has his pet lines and 
has developed certain practices 
which are peculiar to yourself 
and which will cause you to bal- 
ance your stocks differently from 
another hardware man down the 
street. 

It is almost axiomatic that 
what a merchant likes best in 
his store is what he will sell most 
of — and there is probably no 
merchant who is closer to his 
stocks and more likely to develop 
favoritism than a hardware man. 


Watch Inventory 


However, he must have some 
kind of a governor to keep from 
getting lopsided and _ concen- 
trating too much on an assort- 
ment of merchandise which will 
not give him good selling action 
in every season of the year. 

I want to thank the several of 
you who cooperated so generous- 
ly when we asked for the specific 
information that makes this next 
part of our show so interesting. 
Seores of you forwarded confi- 
dential data. We will keep it 
confidential. What you are about 
to see is a parade of several 
masked identities — but each is 
an actual hardware retail oper- 
ation of today. 

Here’s a west coast hardware 
store of large volume more 
than a million dollars annually. 
(See Chart A.) 

Differences are easily account- 
ed for by climatic factors and 
variants in market character. 
This merchant budgets his ad- 
vertising on a basis of 3 per cent 
of sales and sets aside 76 per 
cent of the budget for news- 
papers. 

Now, we'll drop in on a mid- 
western city and visit a hard- 
ware merchant who does between 
$250,000 and $500,000 a year. 
(See Chart B.) 

His sales are shown here. 
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You’ll 
December jump in the pattern. 
This may be because the store’s 
merchandising policy does not 
make the most of Christmas sell- 
ing opportunity. 

Here’s the store’s advertising 
pattern. We all will want to ask 
this hardware merchant what he 
promoted so heavily in Novem- 
ber and December that failed to 
match the seasonal interests of 
the people in his market. 

Now come along to an eastern 
state and we’ll examine a small 
city’s store that does between 
$250,000 and $500,000 annually. 
(See Chart C.) 

Here’s the store’s sales pattern 
spread across the months, rea- 
sonably close to the national 
sales picture, This merchant 
budgets 2 per cent of sales for 
advertising and this is the way 
his budget was invested through 
the year. 

Something looked awfully good 
to him in May and he threw 
14.3 per cent of his annual adver- 
tising budget behind it — rob- 
bing June to do it — without 
causing much of a ripple in the 
tide of sales volume. Apparent- 
ly his offering didn’t look so good 
to people—customers—as it did 
to him. Maybe it was too late in 
the spring season for people to 
be interested in that particular 
merchandise. 

It may be that he was shoot- 
ing this expenditure in a medium 
which did not suit his purpose 
for getting direct action from 
customers. I would like to note 
parenthetically that less than 
one-half of this merchant’s ad- 
vertising budget is invested in 
newspapers. 

Back again to another mid- 
west state and a_ small-town 
hardware store (Chart D) that 
does between $100,000 and $250,- 
000 a year. 

There’s a decided deviation be- 
tween this store’s sales pattern 
and the national average. With 
the exception of one month, De- 
cember, the second half of the 
year fails to measure up to a 
normal expectancy. Here’s the 
advertising pattern of the store. 


Lacks Seasonal Control 


I think you agree that this 
can be called erratic. It saws up 
and down inconsistently across 
the year, and we have reason to 
doubt that there’s any planned 
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miss the characteristic. 











Basic Chart A—Hardware 
Hardware Store—West Coast City 
Volume: $1,000,000 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
Sales: 7.7 85 7.3 80 85 84 7.7 7.7 9.0 7.8 7.4 12.0 


Linage: 


6.9 7.9 8.2 11.0 84 98 7.2 65 65 7.5 9.0 II.I 








Basic Chart B—Hardware 
Hardware Store—Mid-Western City 
Vorume: $250,000 to $500,000 
Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
Sales: 5.0 42 5.5 7.8 7475 74 87 89 9.9 9.8 10.0 
Linage: 6.1 56 5.7 7.8 7.3 7.55 65 8.6 6.7 10.2 13.7 14.0 





budgeting or seasonal control 
practiced by this store. 

The astonishing peak in No- 
vember’s advertising expendi- 
ture is accounted for, I have 
been given to understand, by an 
investment in calendars and 
other printing expense. 

Now we'll take a long hop to 
a Rocky Mountain state (Chart 
E)—and I have here the sales 
for a store doing between $100,- 
000 and $250,000 a year in a 
small city. 

This radical deviation from 
the national pattern of hardware 
store sales is probably accounted 
for by radical difference in cli- 
mate, local needs or other vari- 
ants peculiar to that region. 

Anyway, we’ll assume that to 
be the case. But that doesn’t 
answer a number of questions I 
have about the advertising pat- 
tern of this store. 

April and May did 23 per cent 
of sales and only got 12.7 per 
cent of the advertising. 





What was featured in Decem- 
ber, or what investment was 
made that was all out of propor- 
tion to the sales accomplishment 
of the month? 

I submit that if this sales pat- 
tern reflects the hardware sales 
opportunity of that locality, then 
the advertising planning needs 
an overhauling. 

One more small town example 
in another mid-western state, as 
seen in Chart F. 

Except for the very low show- 
ings of January, February and 
March and the unusually high 
showing of December, this pat- 
tern looks something like the na- 
tional sales picture for the year. 
I can explain that this particular 
store did an extensive alteration 
job which kept it, closed during 
about half of March. 

Now for the advertising. 

First thing we see here in 
March and April is the clear re- 
flection of the reopening cam- 
paign, but look what happened 





Basic Chart C—Hardware 
Small Town Hardware Store—Eastern State 
Volume: $250,000 to $500,000 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
Sales: 5.3 56 84 88 9.4 85 9.5 7.7 7.6 9.3 8.0 11.9 


Linage: 


3.3 63 91 85 14.3 52 78 96 84 85 6.7 12.3 








Basic Chart D—Hardware 
Small Town Hardware Store—Mid-Western State 


Volume: $100,000 to $250,000 
Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
Sales 6.1 49 68 99 95 9.1 8.1 7.4 69 78 8.4 15.1 


Linage 


6.4 87 84 5.2 80 54 8.7 9.9 7.3 5.7 15.9 10.4 











Basic Chart E—Hardware 
Hardware Store—Rocky Mt. State 
Volume: $100,000 to $250,000 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
Sales 3.5 4.0 11.2 13.5 10.0 9.6 10.1 7.2 7.3 7.0 8.0 8.6 
Linage: 7.0 35 12.0 60 67 12.1 8.0 50 10.0 5.6 9.1 15.0 





in the four months immediately 
following. May, June, July and 
August, which combined to pro- 
duce 38.1 per cent of sales could 
only have 23.4 per cent of the 
advertising budget. This store 
placed less than 20 per cent of 
its advertising budget in news- 
paper space. And in my preju- 
diced opinion, this may have a 
great deal to do with the fact 
that the advertising shows prac- 
tically no relation to the sales 
results. 


Must Be Planned 


At any rate, this chart bears 
out dramatically the established 
principle that advertising which 
is unplanned —- weak — incon- 
sistent — and fails to tell people 
about the merchandise they want 
when they want it — is working 


When we plan our sales pro- 
motion, we must couple it direct- 
ly to seasonal interests—people’s 
interest, not ours. 

The hardware trade has no 
more slack — no more time to 
waste—no more money to“fritter 
away on slow moving sales meth- 
ods than has its alien competi- 





Basic Chart F—Hardware 
Small Town Hardware Store—Mid-West State 
Volume: $100,000 to $250,000 


Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. 
Sales: 45 38 50 86 92 98 9.8 93 9.1 84 8.8 13.7 
Linage: 4.6 4.2 10.5 13.7 66 68 3.4 62 12.6 9.0 II.1 11.3 





against tremendous handicap. 
Direct action is the keynote of 
the day. 

There is no retail business 
—there is no kind of business— 
which can afford to keep any 
great amount of its money tied 
up in slow moving advertising. 
You want to get — and we ad- 
vertising people want you to get, 
direct action. 

Your advertising must give di- 
rect reasons to people why they 
should come to yotr store—now. 


tion — the many other types of 
stores which are encroaching 
upon the hardware dealers’ 
trade. And these other stores 
are constantly searching, finding 
and adopting speed-up methods. 

Your advertising budget is a 
precious fund and every mer- 
chant has to guard it carefully 
to keep it from being frittered 
away at the wrong time on the 
wrong merchandise and on non- 
productive media. 





NEW ENGLAND 
CLAMBAKE 


Only a small part of. the crowd 
of 600 hardware people who at- 
tended the real New England Clam- 
bake at the Rockmere Hotel, at 
beautiful Marblehead, Mass., can be 
seen in the upper picture taken 
before the food was served. 


When the chef and his helpers un- 
covered the pits they found sacks 
and sacks of clams, hundreds of lob- 
sters and chickens and ears of corn 
which had been steaming for hours 
over seaweed and hot rocks. Water- 
melon (without forks) was dessert. 


The crowd got there by boat to 
Beverly, Mass., then were loaded 
on to buses for a tour of historic 
Salem before arriving at the clam- 
bake. 
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Tuesday Session 





Pricing and Margins 


OME manufacturers have been slicing the dealer 

margin of profit on some lines to the point 
where it becomes uneconomical for hardware 
stores to handle them, contends California asso- 
ciation president. He urges dealers to eliminate 
unprofitable lines until makers rearrange the prices 
and margins on them. 


= the past 


fabulous years our entire indus- 
trial society and the hardware 
dealers in particular have en- 
joyed one of the most profitable 
periods in our history. This con- 
dition was due, in a large mea- 
sure, to the advancing market 
price of all classes of materials 
in stock. During this period, 
margins and profits on the goods 
sold from these low cost stocks 
at the high market prices had 
no relation to original costs. 
We have become satisfied with 
the popular idea that we have 
been making lots of money. The 
fact is, this is an exaggeration. 
Hardware dealers have actually 
overstated their profits. Hard- 
ware dealers, in general, have 
made no proper allowance for 
the rise in the cost of replacing 
inventories, obsolescence, which 
should be charged against prof- 
its, the cost of capital replace- 
ments, or the increase in fixed 
expenses, such as, the constant 
rise in wages and salaries over 
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By LOREN D. PEER 


San Jose, Cal. 
President, 


California Retail Hardware Association 


an extended period of time, the 
increase in payroll contributions, 
social security, unemployment 
insurance, etc. 





LOREN D. PEER 


Dealers Slighted 

Because of this delusion, we 
have not concerned ourselves 
policies of many manufacturers, 
about the pricing and discount 
whose objective has been to pass 
on to the consumer benefits 
through price reductions at the 
expense of the dealer by lower- 
ing the discounts from a list 
price on their products to a 
point so low those materials can 
not be profitably distributed 
through regular hardware deal- 
ers’ channels. 

Now, it is time to take a look 
at just what is happening to our 
hardware business. Because of 
this squeeze of margins, the 
seriousness of this process is a 
good deal like a disease—cancer, 
for instance. The disease is 
usually well developed and has a 
good hold on the patient long 
before the realization or indica- 
tion there is something wrong. 
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Then, there is a hurried diag- 
nosis revealing that an operation 
is necessary if the patient is to 
be saved. But the operation, al- 
though successful, always leaves 
the patient in a weakened con- 
dition. 


"The handling of national ad- 
vertised products not only 
saves time in merchandising, 
but gives the retailer the 
prestige that he wants fo in- 
sure a maximum of customers. 
Nationally advertised prod- 
ucts that have been proven of 
high quality and are general- 
ly accepted by the public give 
the customer confidence in 
the local dealer who handles 
these products." 

—tLoren D. Peer 


Now, we in the hardware in- 
dustry are just about in the 
same fix as the cancer patient 
except, it is my opinion, we have 
correctly diagnosed the case and 
caught the disease before it has 
had a chance to develop to an 
alarming stage and we should 
be able to effect a cure. Here, we 
are faced with the pressure of 
increased costs, visible and in- 
visible. Rising wages and taxes 
have brought break-even points 
to such a high level they will 
pinch painfully as margins close 
in, prices drop and volume sales 
decline, unless measures can be 
taken to stop the squeeze of mar- 
gins by manufacturers and dis- 
tributors. 

We, in the hardware industry, 
must assume the responsibility 
for preserving and keeping our 
resources intact for the group 
with which we are associated. 
The profit motive discharges a 
function essential to the success, 
if not the survival, of any indus- 
trial society. To keep its re- 
sources intact, a group of mer- 
chandisers must be able to cover 
costs out of current sales. But 
cost and current sales are mis- 
leading terms because the future 
is unknown, unpredictable, and 
uncertain. 


Cost Consideration 


To sum up the merchandising 
structure as it appears today, 
and our chances for staying in 
the hardware business as a re- 
tailer, we must cover the current 
costs of doing business, the fu- 
ture costs of staying in business, 
which are replacement costs, 
risk proper. obsolescence, uncer- 
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“If a manufacturer, advertising nationally, does not allow 


the dealer (because of his short sighted pricing policies) a 


sufficient margin for profitable operation, the manufacturer 


can not expect cooperation from the dealers. The justifiable 


antagonism of the dealers will counteract all of the good 


the national advertiser has done.” 


tainty, and a share of the future 
losses of unsuccessful enter- 
prise. Only if the hardware in- 
dustry can cover all of these 
costs out of current sales, will 
we preserve our resources intact 
and prosper. 

Business is off, markets are 
down, farm income has tumbled. 
There has been a general decline 
in prices of most lines of mer- 
chandise. The buying public have 
had their first taste of lower 
prices and want more. Now, with 
the slump in volume sales in the 
hardware industry, apprehensive 
talk about high break-even 
points has cropped up in busi- 
ness discussions with disturbing 
frequency. 

In California, several group 
meetings of retail hardware 
dealers have been held for the 
purpose of discussing prices and 
margins in relation to the cost 
of doing business. 


33 1/3 to 40 Per Cent Needed 


During the convention of the 
California Retail Hardware As- 
sociation in San Francisco, the 
subject of prices and margins 
were presented to the board of 
directors and the advisory com- 
mittee, with National President 
Louis L. Hill in attendance. Full 
and complete discussion of 
prices and margins, as they re- 
late to present day hardware 
store operation, engaged the 
board membership for a full 
two hours. The consensus of 
opinions expressed by principals 
at these meetings are—that for 
profitable operation, a discount 
from a list price, or margin, of 
from 33 1/3 to 40 per cent, grad- 


uated for quantity purchase, is 
necessary on all lines of general 
hardware — appliances, power 
tools, paints, sporting goods, and 
other items carried for general 
sales. 


"Certainly there can be no 
wrong in asking manufactur- 
ers to adjust their prices and 
discounts so there will be a 
margin sufficient to produce a 
profit expectancy.” 

—Loren D. Peer 


The frequent price changes on 
many lines and classes of mer- 
chandise since price regulation 
were first, upward until prices 
reached the peak—then, tipped 
over and now are on the down- 
ward trend. Some manufacturers 
have already experienced read- 
justment, have suddenly had to 
face a volume drop of up to 25 
per cent and in some instances 
even more. 


Full Pipelines 


Some markets are drying up. 
The pipeline is full. To try to 
recover these markets, manufac- 
turers and distributors have 
lowered the discounts from list 
prices and made changes in 
their cash discounts. These 
policy changes have brought 
about protest by dealers with a 
threat, that where manufactur- 
ers do not maintain profitable 
margins and discounts compar- 
able to those prevailing gener- 
ally in the hardware industry, 
in order to safeguard and pro- 
tect our profit margin, ‘it ma) 
be necessary to cut off the short 
margin merchandise and make 
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a drive toward a more profitable 
sale, at least until cost and mar- 
gin facts have been accepted by 
top management of these manu- 
facturers who do not recognize 
the principles and pricing prac- 
tices necessary for pofitable op- 
eration of hardware retailing. 


Qualifying Statement 


At this point, I would like to 
qualify my statements so there 
can be no misunderstanding as 
to my position on prices and 
margins: 

First: It is not my intention 
to leave the impression that we 
want to price merchandise as 
high as the traffic will bear. 

Second: I am certain you will 
agree with me that we, in the 
hardware business, want at all 
times to deliver to the ultimate 
consumer goods at the lowest 
price possible commensurate 
with sound business practices. 

Third: We encourage price re- 
ductions by manufacturers 
where possible. We expect to 
keep competitive and will im- 
mediately pass those reductions 
on to the consumer. 

Fourth: Our only interest in 
manufacturers’ prices is that the 
manufacturer in his advertising 
maintain a spread or margin be- 
tween cost and selling price.suffi- 
cient to produce a profit by the 
standards generally practiced 
within the hardware industry. 

In hardware retailing in Cali- 
fornia, it is generally accepted 
the average overhead cost of 
sales was 25 per cent plus in 
1948, before income tax, which 
in many cases runs as high as 
3 per cent. The sales volume 
will have some effect on these 
percentages. Costs of hardware 
retailing all over the United 
States are well established and 
are controlled within very close 
limits by the volume of sales. 
Regardless of sales, either up or 
down, the average overhead or 
cost of operation remains ap- 
proximately the same. 

Here, again, I want to reit- 
erate our deep concern is that 
satisfactory margins in the pric- 
ing practices of all manufactur- 
ers be adjusted and maintained 
at a point where a profit expect- 
ancy may be anticipated. 


Advertising Cuts Costs 


National advertising aids 
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greatly in cutting the expense 
of merchandising and _ selling. 
Some well advertised, fine qual- 
ity items may even be handled 
for a slightly less margin than 
items not generally known or 
highly advertised “name brand” 
is usually accepted without ques- 
tion, thus, reducing the time and 
effort to sell the product. 

The handling of national ad- 
vertised products not only saves 
time in merchandising, but 
gives the retailer the prestige 
that he wants to insure a maxi- 
mum of customers. Nationally 
advertised products that have 
been proven of high quality and 
are generally accepted by the 
public give the customer confi- 
dence in the local dealer who 
handle these products. 


If a manufacturer, advertis- 


ing nationally, does not allow the 


Retiring Member 
Advisory Board 





DAN E. BILLMAN 
Minneapolis, Minn. 


dealer (because of his short 
sighted pricing policies), a suffi- 
cient margin for profitable op- 
eration, the manufacturer can 
not expect co-cperation from the 
dealers. The justifiable antagon- 
ism of the dealers will counter- 
act all of the good the national 
advertiser has done. 


Distance A Factor 


Selling costs increase in di- 
rect proportion to the distance 
between factory and consumer. 
Other local conditions have a 
decided effect on many hardware 
items. 

The independent hardware 
dealer should have the right to 
determine what price, or what 





margin, he needs to operate suc- 
cessfully. It seems very imprac- 
tical that a manufacturer can 
set the resale price on certain 
items, whose outlet to the ulti- 
mate consumer is_ practically 
100 per cent through retail hard- 
ware dealers’ channels, not giv- 
ing any consideration of profit 
for the dealer in his pricing. 

There are many items wpon 
which the margins have been 
lowered. There is the table 
model radio of anybody’s manu- 
facture — low priced, classified 
as “traffic models or package 
merchandise,” supposed to be 
sold on sight and delivered in 
the original carton just like a 
40-watt lamp bulb. But who 
ever heard tell of a radio of any 
kind being sold and delivered to 
a customer without first taking 
the radio out of the original car- 
ton, then to a test bench to 
check the performance, so that 
the purchaser, and the dealer 
too, may be reasonably certain 
of satisfactory operation of the 
radio in the man’s own home. 

Many manufacturers today 
are advertising and pricing their 
products nationally with list or 
consumer prices (some are Fair 
Trade and some are not), which 
allow the dealer a maximum 
margin of up to 40 per cent. 
These manufacturers—and you 
know them all—are to be highly 
commended. 

In discussing manufacturers’ 
policies, criticism should be di- 
rected toward those manufac- 
turers who are still using old 
and obsolete list of the “horse 
and buggy days” that necessi- 
tate using’ short discounts, and 
in some instances, plus percent- 
ages to establish costs. Many of 
these out-dated lists are used in 
current catalogs making expla- 
nation of a retail price next to 
impossible. This type of pricing 
is not in keeping with standard 
practices and should be discon- 
tinued or revised. 


ao & G&G 


. . « the hardware dealers 
throughout the United States 
should have some voice in 
establishing the resale price 
to the ultimate consumer.” 

—Loren D. Peer 


The following are some of the 
manufacturers and products un- 
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der discussion in meetings over 
the country. |[|Editor’s Note: 
The speaker named 18 manufac- 
turers or nationally advertised 
lines. | 

The enumerated manufactur- 
ers and products are only a par- 
tial list of material suppliers 
whom we think should be ap- 
prised of the fact that since a 
high percentage of their manu- 
factured output is distributed 
through the retail hardware 
dealers today, the hardware deal- 
ers throughout the United States 
should have some voice in estab- 
lishing the resale price to the 
ultimate consumer. 

We have not begun to realize 
our full potentialities in dealing 
with the problem of pricing pol- 
icies of manufacturers who pro- 
tect only themselves by estab- 
lishing a Fair Trade price on 
their products with no consider- 
ation of a profit for the dealer. 
In many instances, these Fair 
Trade prices are not so fair 
after all. I repeat, some manu- 
facturer’s Fair Trade prices are 
not so fair after all. 


Likes Fair Trade 


Guns and ammunition come in 
this category. Sure, the manu- 
facturers of guns and ammuni- 
tion presented their Fair Trade 
price contract agreement to the 
dealers who, in turn, signed the 
contract. But, did the manufac- 
turers of guns and ammunition 
ask the dealer about margin or 
the cost of distribution? No! 
They, the manufacturers, arbi- 
trarily set a pricing schedule 
Fair Traded at less than the av- 
erage cost of doing business. 
Certainly, we, in the hardware 
industry, look with favor upon 
the Fair Trade Act and will sup- 
port all the principles incorpo- 
rated in the law. This law is 
equitable to both the customer 
and the dealer because it stabil- 
izes prices where they belong. 
There will be no chaotic eco- 
nomic condition develop for the 
reason of price cutting wars 
nor, will prices of a product vary 
from store to store. One of the 
cardinal principles of the Fair 
Trade Law is to impress the 
purchasing public with the qual- 
ity and value of the product 
because of a universal price. But 
never should a _ product be 
“cloaked” with a Fair Trade 
price which, because of insuffi- 
cient margin, is not fair to the 
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dealer who sells and delivers the 
product to the ultimate con- 
sumer. 


Convention Speaker 





WILLIAM R. NOBLE 


N.R.H.A. Washington 
Representative 


The remedy for this situation 
is immediate action to stop the 
general practice of some manu- 
facturers from lowering the dis- 
counts on their products to a 
point where the relationship be- 
tween costs and selling price, by 
the standards of common prac- 
tice may not produce a profit ex- 
pectancy. 

Because of the large numbe1 
and variety of items sold 
through hardware dealer chan- 
nels, let us not forget that we 
can continue in business without 
many of the unprofitable items, 
adjudged so because of the short 
margins allowed by certain man- 
ufacturers. And, if enough hard- 
ware dealers and jobbers face 
this issue at éne time, defer the 
purchase by reason of unprofit- 
ability, there will be a rearrang- 
ing of prices and margins. 


Dealer Runs Risks 

The hardware industry seeks 
no special privileges. Certainly 
there can be no wrong in asking 
manufacturers to adjust their 
prices and discounts so there 
will be a margin sufficient to pro- 
duce a profit expectancy. The 
risk is underwritten by the 
dealer only to the extent of the 
possibility of a profit. The price 
that a customer pays to a dealer 
must cover more than the cost 
of the product. The compensa- 
tion to the dealer for having the 
product at the right time to sup- 
ply the ultimate consumer is 


profit earned. In turn, the profit 
earned by a progressive mer- 
chant is a measure of service he 
has rendered to his market. 
The men in the hardware in- 
dustry have numbers, and _ in- 
telligence, and potential power 
great enough to bring about the 
desired results relative to satis- 
factory margins. We have or- 
vanization, unity, and the will 
to fight for profitable survival. 
A few business men have rec- 
ognized the danger of shrinking 
margins and the effect this con- 
dition has on profitable opera- 
tion. They have made a concen- 
trated effort to remedy the sit- 
uation. But not enough have 
joined in the fight. Often our 
methods of attaining the desired 
results have been ineffective be- 
cause of the fact that a small 
group have acted as individuals. 
This is not the proper approach. 
If we are to attain our ob- 
jective, we must make our de- 


Convention Speaker 





PHILIP J. WOODWARD 
Attorney, 
Boston, Mass. 


mands collectively, in the move- 
ment to stop the disparity in 
margin to a point where a profit 
expectancy may not be antici- 
pated. 

This spells out pretty clearly 
the great stake for which we are 
fighting. What do you think? 


“Some markets are drying up. 
The pipeline is full. To try to 
recover these markets, man- 
ufacturers and distributors 
have lowered the discounts 
from list prices and made 
changes in their cash dis- 
counts...” 

—Loren D. Peer 
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Cleveland Reel Salesman 






sells chain right off the reel 
at Hardware House! 
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Hardware House is owned by the three Greene broth- 
ers, (left to right) Sidney, John H. and Edward M. 2500 
persons recently attended opening ceremonies at the 
company’s new store in Teaneck. 










a Certitiea ; 
k CHAIN INSTITUTE 


Member 





The Cleveland Chain & Miz. Co. 


ARDWARE HOUSE, INC., 543 

Cedar Lane, Teaneck, is one of New 
Jersey’s largest, newest and most modern 
hardware stores. 


It is air-conditioned, fully equipped, 
handles only the finest merchandise. 
Prominently located in the store is a 
Cleveland Reel Salesman from which 
chain is sold “right off the reel.” 


Sidney Greene, Hardware House presi- 
dent, states that his Reel Salesman is one 
of his company’s most effective mer- 
chandising tools. “It calls chain to the 
attention of every customer, makes many 
sales which would otherwise be deferred 
or lost. We highly recommend Cleveland 
Chain to our own customers, and to deal- 
ers contemplating the stocking of a 
chain line.” 


Yes, the Cleveland Reel Salesman really 
turns the spotlight on chain—makes it a 
star attraction. It holds 4 reels or their 
equivalent in % or % reels. Ask your 
wholesaler for Reel Salesman and chain 
assortment details. _— 


Since 1869 


> 


Wl 











Cleveland 5, Ohio 


Associate Companies: David Round & Son, Cleveland 


5, Ohio. @ The Bridgeport Chain & Mfg. Co., Bridge- 
port 1, Conn. @ Seattle Chain & Mfg. Co., Seattle 8, 
Wash. e Round California Chain Co., So. San Francisco 
and Los Angeles 54, California ¢ Woodhouse Chain 
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W ednesday Session 


The Business Outlook 


HILE 1949 totals will be lower than 1948, 

since 1949 clearly is the year of adjustment, 
it will still be one of the best years on record, 
declares Dr. Backman. Consumers, he emphasizes, 
once more wait until they need a product before 
they buy it. Pointing out the importance of sea- 
sonal influences, he says that it is extremely im- r 
portant that hardware men examine the prewar 
pattern of sales in order to appraise correctly the 
significance of sales figures.’ Because of ''significant 
differences between the situation in 1920-21 and 
the present one, it is difficult for me to visual- 
ize a repetition of that postwar collapse," says 
Dr. Backman. 


ek & 





DR. JULES BACKMAN 


Tau: volume of busi- 


ness activity during the first five 
months of 1949 has not been as 
bad as might be suggested by 
the headlines dealing with un- 
employment and price declines. 
Thus far, the total level of busi- 
ness activity has declined mod- 


By DR. JULES BACKMAN 
Associate Professor of Economics, 


New York University, 
New York City 





suggest that the total volume tural employment averaged 


erately from the peaks of last 
fall. A few comparisons of sig- 
nificant business indicators will 
point up the modest nature of 
the decline up to this point. 

1. Disposable income. During 
the first quarter of 1949 dis- 
posable income (total personal 
income less taxes) was at the 
annual rate of $197.8 billion, or 
moderately below the 1948 peak 
rate reached in the last quarter 
of the year, namely, $199.4 bil- 
lion. For the first half of 1949, 
preliminary estimates would 


of disposable income will ave- 
rage two or three per cent high- 
er than in the comparable pe- 
riod of 1948. 

2. Industrial production. In 
May 1949, the Federal Reserve 
Board index of industrial pro- 
duction was 174, or 10 per cent 
below the peak level reached in 
the fall of 1948. 

3. Employment. The total 
volume of civilian employment 
in May 1949 was slightly higher 
than a year earlier. However, 
the total volume of non-ayricul- 


While most of the public attention has been given to the 
figure of some 3 million unemployed, it must be kept in mind 
that more than 58 million people continued to be employed 
in May of 1949. 

During the first four months of 1949, hardware store sales 
averaged about 10 per cent lower than a year earlier. How- 
ever, this volume was still almost five per cent higher than 
the total attained in the comparable period of 1947. 

Regional and local patterns of demand must be examined 
carefully rather than placing too much reliance on overall 
national trends. 


about 1,000,000 persons below a 
year earlier, while agricultural 
employment was an equal amount 
greater than in May of 1948. 
However, the volume of unem- 
ployment in May was 3,289,000, 
or 1.5 million greater than a 
year earlier. The paradox of lit- 
tle change in the total volume 
of civilian employment while the 
volume of unemployment _in- 
creased was explained in large 
measure by the increase in the 
total labor force, due in part to 
the normal annual increment 
and in part to the large number 
of veterans who have returned to 
the labor force after going to 
school. While most of the pub- 
lic attention has been given to 
the figure of some three million 
people unemployed, it must be 
kept in mind that more than 58 
million people continued to be 
employed in May of 1949. 

4. Prices. The latest data for 
wholesale prices shows a decline 
of a little less than 10 per cent 
from the peak reached last 
August while retail prices have 
declined only about 3 per cent. 

5. Retail Sales. During the 
first half of 1949, department 
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TOWEL BAR 
NO. 192 





SPARKLING NEW 
HALL- MACK 








IS DIFFERENT! 


Who says all bathroom accessories look alike? Sparkling 
new Hall-Mack crystatcrome is different! Different 
in design...outstanding in materials...distinctive in its 
dramatic jewel-like appearance. This great new idea in 
accessories—combining lustrous chromed solid forged 





brass with clear, clean, crystal—has people talking... 
and buying! It’s an unbeatable combination —a bright 
new design backed by a name famous for quality. 


Don’t overlook the profit opportunities of this popular 
addition to the complete Hall-Mack line. Write today 
for your CRYSTALCROME Catalog and full details. 


HALL-MACK COMPANY 


1344 w. WASHINGTON BLVD., LOS ANGELES 7. CALIFORNIA 
7455 EXCHANGE AVENUE, CHICAGO 49, ILLINOIS , 


These jewel-like accessories are available in wall and 
recessed models to satisfy all bathroom accessory needs 





ROBE HOOK 
NO. 181 





SOAP HOLDER SOAP AND GRAB 
NO. 120 NO. 165 
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TRUE TEMPE fd 
is TOPS in Shears 


EXAMPLE—True Temper Dynamic Hedge Shear. 


Vastly improved design eliminates wrist and hand strain 








in cutting. Forged cutlery steel blades with genuine 
shear cut. Hardened pivot bolt. Nationally 
advertised, directing consumers to see and buy 


in their home town hardware stores. 
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store sales have averaged only 
about 4 per cent less than a 
year earlher which was the rec- 
ord first half volume ever at- 
tained. Since prices have de- 
clined by a similar proportion, 
it is probable that the number 
of units sold was little different 
in 1949 than in 1948. 

6. Hardware store sales. Dur- 
ing the first four months of 
1949, hardware store sales ave- 
raged about 10 per cent lower 
than a year earlier. However, 
this volume was still almost 5 
per cent higher than the total 
attained in the comparable pe- 
riod of 1947. 

7. Construction. During the 
first five months of 1949, the 
total volume of new construc- 
tion was moderately higher than 
in the same period of 1948. Resi- 
dential construction. however, 
showed a decline of about 10 per 
cent. Reports for May and June 
indicate that residential con- 
struction was increasing more 
than seasonally, with the result 
that the percentage gap between 
1948 and 1949 is being narrowed. 


Still Above 1947 Levels 


An examination of all the per- 
tinent data indicates that as we 
enter the second half of 1949. 
business activity has declined 
moderately from the peak boom 
time levels reached in 1948, but 
is still above the levels prevail- 
ing in the boom year 1947. One 
important characteristic of this 
change in business climate has 
been the difference in the 


se- 
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Faneuil Hall in Boston's market district. 


verity of the impact upon dif- 
ferent sections of tne country. 
New York City and the west 
coast seem to have been hit 
hardest, while the south and 
southwest have been affected to 
a lesser degree. Let us turn 
now to a consideration of the 
factors which will probably in- 
fluence the trend of. business in 
the months ahead. 

1. Disposable income. As I 
have pointed out earlier, dispos- 
able income in the first half of 
1949 has declined slightly, but 
still remains above the levels of 
a year ago. In the last half of 
1949 it seems probable that there 
will be a continuation of these 
declining trends. From this 
point on, comparisons will be 
made with the record third and 
fourth quarters of 1948 and 
hence will show up less favor- 
ably than comparisons during 
the first half of the year. As a 
result of a moderate decrease in 
the number of hours worked and 
a smaller volume of non-agricul- 
tural employment than prevailed 
a year ago, some declines in to- 
tal salaries and wages is to be 
expected. On the other hand, the 
total volume of government 
spending will be higher and many 
of the unemployed will receive 
unemployment compensation 
which will act as a partial off- 
set to the decrease in wages 
and salaries paid. The decline in 
farm prices means that there 
will be a decline in farm income 
despite the record volume of out- 
put anticipated. However, net 
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HAMMERS: 


Dynamic nail and ripper. Exclusive pat- 
ented design. Centers driving power, im- 
proves balance. 
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TRUE TEMPER CORPORATION 


Fine Tools +» Fishing Red 


HATCHETS: Patented, power centered 
Dynamic design. Value and utility 
unmatched. 

AXES: Perfect and Flint Edge. User pre- 
ferred the world around. 


SHOVELS: Solid Shank and Dynamic 
Forged Socket... blade, shank and socket 
forged in one piece. 

STEEL GOODS: Value leaders for more 
than 100 years. Fire-Hardened handles 
add extra utility. 


RODS AND BAITS: The Rod of Champions 
... The Lure of Experts. 


HEDGE AND PRUNING SHEARS: De.- 
signed and buil: by experts for vastly 
improved efficiency. 

GRASS CUTTING TOOLS: Complete line 
of quality tools produced by modern 
methods on modern equipment. 





CLEVELAND 15, OHIO 
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it’s a light, 
Powerful 

8”"Saw Sensation 
that’s going to 


SWEEP 


the market! 


Take a good look at this Guild 8" 
beauty! Because it’s the saw that’s 
going to spin through the trade like a twister! It 
has everything today’s market demands—the 
quality—the performance—the price. Rings the 
bell over and over again—for sturdiness—power 
—speed—balance—ease of operation—weighs 


only 14 Ibs. 


Watch the sales ring up on this big value item. 
It’s getting extra-heavy advertising in the 
Saturday Evening Post and many other national 
publications. More, you’ll receive point-of-sale 
aids, newspaper ads, radio announcements, dis- 
play cards, mailings—all free with initial order. 


So don’t be caught asleep at the switch. Line 
up for bigger profits. Several good dealerships 
still open. Ask for franchise proposition today. 


EASIER TO HANDLE thanks to 
& EXCLUSIVE 3-WAY BALANCE 


NO TIPPING! Hold your Guild Saw this way—note 
that it will not nose down as many saws do. It’s in a 
horizontal, balanced position—all set for easy appli- 
cation and true cut. 





, a's 
ae 
2 NO VEERING! Place your Guild Saw this way 

\ on a narrow straightedge—note that it does not 

) topple sidewise. Again, it’s balanced—no veer- 

ing or cramping. 


> ® NO TWISTING! Now, suspend your Guild Saw 
(S by a string. Note how it starts without a 
dangerous “‘power jerk’’ or twist—instead, it's 

always correctiy centerpoised. 


PORTER-CABLE MACHINE CO. 


Syracuse, N.Y. 





1767 N. Salina St. 
Manufacturers of SPEEDMATIC and GUILD Electric Tools 












Now, an 


8” SAW 


at only 
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A-8 SAW 


Match these features with any other saw 
anywhere near the price—if you can... 


@ Saws lumber, plywood, composition, plastics, 
transite, etc. 

@ Abrasive wheel cuts sheet metal and light bars; 
scores tiles, brick, etc. 

@ Ventilated by unique turbine fan. 

@ Sawdust or grit cannot work back into motor or 
bearings. 

@ Air from front opening keeps cutting line clear. 

@ Blade is on right side . . . easy-to-guide, safe 
location. 

@ Knob raises or lowers blade for any depth cut 
between 1” and 27%”. 

@ Extra-broad base for steadier rest on work. 

@ Helical gear power drive. 

@ Saw arbor and flange one-piece steel. 

@ Safety, retractable blade guard. 

* Comfort-grip handle with double-pole trigger 
swi . 


@ Guaranteed against defective material and work- 
manship. 


Special: A-8 Saw, tilting attachment for 
angle cuts, and metal carrying case — 
all for only $99.95. 
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farm income will not be much 
different than in 1947 which 
was much higher than _ the 
amount reached in any earlier 
year. Rents, interest payments 
and dividend payments will 
probably not be too different 
from a year ago. On balance, 
a further moderate decline in 
disposable income seems prob- 
able. 


2. Accumulated savings. In- 
dividuals have accumulated 
about $175 billion in savings 
since 1989. The U. S. Depart- 
ment of Commerce reports that 
the current rate of savings is 
at the highest peacetime rate 
ever attained. One problem is to 
make products and prices so at- 
tractive that these savings will 
be used. Although total savings 
are large, liquid savings, that is, 
currency, bank deposits, and U. 
S. Savings Bonds, have been in- 
creasing only by small amounts. 
It is only these liquid savings 
which, for all practical purposes, 
are available for the purchase 
of goods and services. The bal- 
ance of the current high rate of 
savings has been utilized to buy 
other goods and services. 


3. Food and clothing prices. 
The decline in food and clothing 
prices have acted to relieve pres- 
sure on the consumer’s budget. 
An offsetting increase is found 
in the creeping advance being 
experienced for rents. Further 
declines in food and clothing 
prices appear to be in prospect, 
in the absence of any unex- 
pected crop failure, which at 
this time does not seem probable. 
As these declines take place, a 
larger part of the consumer dol- 
lar will be available for other 
products. 


4. Serial nature of adjust- 
ments. The postwar adjust- 
ment in business activity has 
been under way for a consider- 
able period of time. In its early 
stages, this decline was confined 
largely to the non-durable goods 
industries such as iron and 
steel, equipment, automobiles, 
etc., have maintained volume at 
boom time levels. This situation 
has had the advantage of per- 
mitting important sectors of our 
economy to undergo substantial 
adjustments at a time when 
there was offsetting strength in 
other areas. In the months 
ahead, it seems probable that we 
will witness a reversal of this 
past tendency. It is the heavy 
goods industries which are now 
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beginning to ease from their 
boom time levels and which seem 
headed for further downward 
adjustments in the last half of 
1949. In other words, some of 
the key areas of the strength 
of the past year seem likely to 
lose that favored position as 
business moves moderately 
downward. Similarly, the tight- 
ness in the automobile and steel 
markets has disappeared and 
does not appear likely to return 
throughout the balance of 1949. 


“For the first half of 1949 
disposable income (total per- 
sonal less taxes) was at the 
annual rate of $197.8 billion, 
or moderately below the 1948 
peak rate reached in the last 
quarter of the year, namely, 
$199.4 billion. For the first 
half of 1949, preliminary esti- 
mates would suggest that the 
total volume of disposable in- 
come would average two or 
three per cent higher than in 
the comparable period of 
1948," 

Dr. Jules Backman 


5. Return of Seasonal Factors. 
The business picture has been 
obscured in part because of the 
return, once more, of seasonal 
influences, which were charac- 
teristic of the prewar period. 
This was clearly demonstrated 
in department store sales both 
in connection with Christmas 
and Easter. When goods are 
readily available, the advance 
buying which distorts seasonal 
patterns and which characterized 
the war and early postwar years, 
tends to disappear. Consumers 
once more wait until they need 
a product before they buy it. It 
is extremely important that 
hardware men examine the pre- 
war pattern of sales in order 
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to appraise correctly the 
nificance of sales figures. 

6. Regional patterns of de- 
mand. There is great uneven- 
ness in the level of business ac- 
tivity among different sections 
of the country. While some areas 
show increases in sales, others 
report decreases. Local condi- 
tions, rather than national con- 
ditions, are once more reassert- 
ing themselves. Thus, for ex- 
ample, the decline in farm in- 
come is falling with a differing 
impact upon different sections 
of the farm community: dairy 
areas. benefiting from lower 
costs of grains, have not been 
hit as hard as have the grain 


sig- 


areas. Regional and local pat- 
terns of demand must be ex- 
amined carefully rather than 


much reliance on 
national trends. 


placing too 
overall 

7. Psychological factors. The 
fear that a depression is immi- 
nent and unemployment will 
spread is an important psycho- 
logical factor in the present busi- 
ness outlook. As such fears be- 
come more _ widespread, pur- 
chases are reduced and the fail- 
ure to buy helps to bring about 
the condition which was feared. 
The same is true in connection 
with consumer anticipation of 
price declines. Rightly or wrong- 
ly, the consumer expects lower 
prices. Announcements of reduc- 
tions up to 20 per cent get the 
headlines, not the smaller cuts 
which often may average 2 to 3 
per cent. Although manufac- 
turers insist that they cannot 
reduce prices because of their 
high costs, they will have no 
choice if they hope to maintain 
business volume. One of the un- 
fortunate developments of the 
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past few years has been the ten- 
dency to base prices upon costs 
because it has been possible to 
recover these costs either from 
the government or from con- 
sumers in a period of inflation. 

8. Differences as compared 
with 1920-21. The modest de- 
cline which has taken place in 
business activity has once more 
engendered fears that we are 
witnessing a repetition of 1920- 
21. The differences from 1920- 
21 are more significant than the 
parallelisms. In 1920-21 credit 
was overextended, interest rates 
were high, and the decline was 
aggravated by the prevailing 
financial situation. Another sig- 
nificant difference is found in 
the present availability of farm 
price supports and loans and 
Wage income supports in the form 
of unemployment compensation. 
Unlike the 1920-21 period which 
marked a return of peacetime 
conditions with the consequent 
sharp reductions in the Federal 
budget, today we find Federal 
spending being maintained at 
record peacetime levels and ac- 
tually on the rise. The recent 
budget surplus in Federal finance 
has been replaced by a budget 
deficit with the inflationary im- 
plications of that situation. 
Moreover, we do not appear to 
have had the targe volume of 
inventory speculation which was 
so important a characteristic of 
the post-World War I period 
and a factor in its collapse. In 
light of these significant dif- 
ferences between the situation 
in 1920-21 and the present one, 
it is difficult for me to visualize 
a repetition of that postwar col- 
lapse. 

9. Break even points. While 
break even points are at record 
levels, there is no reason to be- 
lieve that they will not show 
some decline as business eases 
off. In part, these high break 
even points have reflected the 
general inflation in prices and 
the disruption to production 
which developed because of the 
uneven flow of materials during 
a period of severe shortage. In 
addition, many firms found their 
costs increased because of the 
necessity to have recourse to 
more distant sources of supply, 
overtime payments, the neces- 
sity for paying “gray market” 
prices, etc. With the decline in 
business activity, these factors 
have largely disappeared and 
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will act to reduce costs and break 
even points. 

10. Hardware store sales and 
disposable income. In the pre- 
war years hardware store sales 
generally averaged about 1 per 
cent of disposable personal in- 
come. In 1948, hardware sales 
averaged about 114 per cent of 
disposable personal income. It 
seems probable that this ratio 
will fall once more to its long 
term historic level. However, 
this change is not likely to be 
abrupt. As I pointed out to the 
various State meetings I ad- 
dressed in February, part of 
this adjustment is taking place 
in 1949. Total hardware sales 
in 1948 aggregated $2.4 billion. 
If total disposable income in 
1949 shows little change from 
the level of 1948, and hardware 
stores fall back to an average 
of 1.1 per cent of that income, 
then sales would decline to 
about $2.1 billion as compared 
with $2.4 billion in 1948. Such 
a decline of 12.5 per cent may 
be compared with the decline 
of 10 per cent which took place 
during the first four months of 
this year. In terms of these past 
relationships and the outlook for 
disposable income, a total volume 
of hardware sales ranging be- 
tween $2 and $2.2 billion for the 
year 1949 seems probable. 

11. Government actions. One 
of the imponderables in the pres- 
ent situation is the extent to 
which the government will in- 
tervene and the timing of that 
intervention if business should 
decline much further. Until re- 
cently, key government officials 
have been emphasizing the in- 
flation threat and the need for 


standby inflation controls. Now, 
however, they are giving some 
emphasis to the probable need 
for antideflation measures. 
While the timing of such inter- 
vention is difficult to determine, 
at some point it seems likely 
that the government will step 
in, in an effort to carry out the 
directions of the Employment 
Act of 1946. 


No Repetition of 1920-21 


While business activity will 
continue to decline, there seems 
no reason to expect a repetition 
of the 1920-21 collapse. For the 
entire year 1949 disposable per- 
sonal incomes seem likely to be 
little different from the total in 
1948, although in the last half 
of 1949, the total will be lower. 
Further declines in prices seem 
probable in the last half of 1949. 
For the entire year, it appears 
that retail sales of hardware 
stores will be down a little more 
than 10 per cent from a year ago. 
However, profits will decline 
much more sharply, because 
while some expenses can be cut, 
others will lag behind. The rela- 
tively favorable level of con- 
sumer incomes suggests the de- 
sirability of strong promotional 
activity. 1949 clearly is the year 
of adjustment. While the totals 
will be lower than 1948, it will 
still be one of the best years on 
record. There was no reason to 
expect that the ride on the gravy 
train would last forever. Now 
that that ride is over, there is 
no reason why we should plunge 
into deep pessimism and antici- 
pate that the other extreme will 
eventuate. 





Boston's State House, designed by the famous architect Bullfinch and 
erected 1795-97. The dome has been gilded with gold leaf since 1874. 
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- SHINYLAND 


MILLED STUDS 





Distributors find it pays to stock Shinyland studs 
because of the large and increasing demand for 
this quality product. 


Shinylands of the usual Ferry Cap high quality are Ss imply = pecifuy 
furnished to regular milled stud standards with this : 
additional feature — the land between threads a SHINYL AN DS 


shiny, bright, mirror-finish. 


with land between threads, 


Shinylands are sold in standard catalog sizes in shiny, bright, mirror-finish 


attractively labeled packages and in bulk: sizes, 
%4” dia. and under. 


How’s your stock of Shinylands? 


The FERRY CAP & SET SCREW Co. 


2155 SCRANTON ROAD « * CLEVELAND 13, OHIO 


CAP AND SET SCREWS + CONNECTING ROD BOLTS + MAIN BEARING BOLTS + SPRING BOLTS AND SHACKLE BOLTS + HARDENED AND GROUND BOLTS + SPECIAL 
ALLOY STEEL SCREWS + VALVE TAPPET ADJUSTING SCREWS + AIRCRAFT ENGINE STUDS + ALLOY STEEL AND COMMERCIAL STUDS + FERRY PATENTED ACORN NUTS 














| 
| 
| 
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W ednesday Session 


Display in the Merchandising 


Pattern for Profit 


COMPETITION has come back to the American 

; scene, making it necessary for all of us to 
rearrange our sights, says Mr. Johnson. Restoration 
of the normal buyers’ market and the traditional 
competitive atmosphere in which American busi- 
ness flourishes best is good, he declares. Urges 
retail dealers to apply the art of selling ‘through 
the use of modern merchandising methods,” par- 
ticularly store and window display. Tests of effec- 
tive display show, he says, that hardware dealers 
taking advantage of its benefits have ''an enormous 

competitive superiority." 


l. would be very much 
like bringing coals to Newcastle 
for anyone to stand before a 
group of businessmen who are 
engaged in the day to day dis- 
tribution of goods and services 
and to say “times have changed.” 
Yet, on the pain of seeming ob- 
viously to echo what you already 
know, I should like to start by 
saying that times have changed, 
that the pressures on all of us 
who are trying to sell goods and 





MEADE JOHNSON 
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services have become increas- 
ingly severe, and that finally, we 
had better get to know what 
changes have taken place so that 
we can make satisfactory adjust- 
ments. 

We’re here to exchange views 
on patterns for profit. This 
would imply that some change 
has occurred in the pattern of 
business. It seems to me that 
cutting through the superstruc- 
ture of the various economic 
complications that beset us, we 
can state the essence of the 
changed pattern of business by 
recognizing immediately that 
competition has come back to 
the American scene; and the 
dynamism that competition 
brings with it now forces ail of 
us to re-arrange our sights. 


By MEADE JOHNSON 


General Sales Manager, 
Stamford, (Conn.) Division, 
The Yale & Towne Mfg. Co. 


Buyers’ Market 


The times have changed rad- 
ically and abruptly. Suddenly 
the post-war accumulation of 
backlogs has largely disappeared, 
and the situation has been trans- 
formed into one in which supply 
and demand are in some sort of 
normal balance. In terms of the 
general welfare, this transforma- 
tion has been good. It has re- 
stored the normal buyers’ mar- 
ket and the traditional competi- 
tive atmosphere in which Ameri- 
can business flourishes best. Buy- 
ers—that is the vast army of 
American consumers — are no 
longer compelled by shortages 
to buy anything that is offered. 
A freedom of choice has been 
regained by consumers to buy 
what they want or need on the 
basis of selected quality, or price, 
or both. 

I should like to emphasize the 
restored free choice of consumers 
because it is perhaps the most 
decisive factor in the changed 
pattern of business and hence in 
the patterns for profit. Those 
of us at the manufacturing end 
of business are acutely aware of 


"Buyers—that is the vast army of American consumers 
—are no longer compelled by shortages to buy anything 
that is offered. A freedom of choice has been regained by 
consumers to buy what they want or need on the basis of 
selected quality, or price, or both. 

"Good merchandising can add an impulse purchase to a 
planned purchase. Good merchandising induces the planned 
purchaser to make the purchase in one establishment as 
against another." 
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how decisive is this re-acquired 
free choice of consumers. Be- 
cause of it, we bend our energies 
to improve constantly the meth- 
ods of production so that we can 
meet the price requirements of 
consumers. Because of it, we 
strive unremittingly to improve 
the quality of our products so 
that we can fulfill consumers’ 
standards. Because of it, our de- 
velopment and research engi- 
neers are always at work to im- 
prove the construction of our 
products and to design new prod- 
ucts so that we can keep apace 
with the advancing tastes of con- 
sumers. 


Free Competition 


If the free consumers’ market 
has such an important effect on 
the manufacturing base of busi- 
ness, its effect is equally impor- 
tant on the retail level of busi- 
ness which is obviously in closest 
proximity to consumers. Retail 
dealers no longer have the du- 
bious advantage whereby they 
can sell automatically. It is no 
longer enough for them just to 
have something to sell. Every- 
body has something to sell. The 
supply of goods is ample and the 
consuming public knows it. 
Therefore, retailers must now 
compete with each other and 
among themselves to hold. old 
customers and to attract new 
ones. This is a condition that 
is not new for American busi- 
nessmen. Nor is it new if I say 
that those businessmen who fail 
to accommodate themselves to 
the requirements of the free con- 
sumers’ market are going to be 
left by the wayside. In a word, 
in the changed pattern of busi- 
ness, the clue to a _ successful 
pattern for profit is your ability 
to compete. 

The answer is merchandising. 
To remain in competition, and 
that means business at a profit, 
retailers will have to apply the 
art of selling through the use of 
modern merchandising methods. 

Most of you know the ingre- 
dients of good merchandising. 
They run the gamut of numerous 
creative activities involving 
every aspect of your business 
that even remotely touches upon 
your relationship with consum- 
ers. This morning I want to 
focus our attention on one of 
these aspects of merchandising 
that has been demonstrated to be 
a supremely effective business 
builder and profit maker. Spe- 
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cifically I am referring to dis- 
play—both window displays and 
interior displays—and I am sug- 
gesting to you that display is an 
essential element in your mer- 
chandising pattern for profit. 
No doubt you have heard of 
the tests conducted last summer 
by the Point of Purchase Ad- 
vertising Institute. Those tests 
were conducted in Rochester and 
Syracuse, N. Y. Yale & Towne 
participated in them together 
with four other well-known 
brand name manufacturers. Un- 
til those tests were undertaken, 
most of us paid lip service to dis- 
plays, but the tests proved that 
window and interior displays in 
hardware stores are absolutely 
effective to bring about increased 
sales and speedier turnover. 


Hardware Store Displays 


Let me tell you about the test 
as it applied to hardware stores. 
It was conducted during an eight 
week period in 10 hardware 
stores selected at random in 
Rochester. The 10 hardware 
stores for a period of two weeks 
had planned window displays de- 
voted entirely to Yale locks and 


Historic “Old South Church" 
on Boston's Milk St. 


hardware. No other form of ad- 
vertising was employed at the 
time. 

Now here’s what happened. 
The 10 hardware stores in the 
experiment, on the strength of 
the window displays alone, in- 
creased their business in our 
products from 100% in the base 
period to 202% in the display 
period, a business advance in 
our products of 102%. How re- 
markable this increase in the 
sale of our products really was 
can best be illustrated by telling 
you what happened in the 20 
control stores in Syracuse. The 
control stores were selected to 
gage fluctuations in the retail 
hardware business in the gen- 
eral area during the period of the 
test. Naturally no displays were 
used in the control stores. While 
the 10 stores in Rochester moved 
from 100% in the base period to 
202% in their display period, 
during the same time the 20 
control stores in Syracuse de- 
clined from 100% to 89%. The 
importance of this comparison 
is that it shows that displays 
brought about more than 100% 
advance in the sale of our locks 
and hardware during a period 
when the sale of these products 
was normally declining in that 
area. 

Moreover, after the displays 
were removed from the 10 stores 
in Rochester, the sale of our 
locks, night latches, padlocks, 
and door closers was substan- 
tially greater than in the control 
stores for an additional four 
weeks’ period. This showed the 
strong carry-over persistence of 
the display *impact. 


Equal Interest 

And of equal interest was the 
spill-over effect of the displays 
in Rochester. During the period 
in which the displays were used, 
10 other hardware stores—non- 
display stores—were surveyed in 
tochester and they reported an 
increase of 19 per cent in the 
sale of our products as compared 
with the base period. In addi- 
tion, in the 10 display stores an 
increase of 31 per cent occurred 
in their sale of products com- 
petitive with Yale. I offer you 
these figures on the spill-over 
effects of displays to show how 
a display activity around one line 
of product has a tendency to 
raise the over-all level of busi- 
ness, not only in the displaying 





a4 
vo 





M. E. OZEE 
Miami, Fla. 


stores but in competing stores 
as well. However, the chief bene- 
ficiary by far is the displaying 
store. 

To my knowledge, nothing be- 
fore or since has happened which 
can better prove the validity of 
a display program for bigger 
business and more profit than 
these tests. One other salient 
fact that emerged from the tests 
was that hardware products re- 
act generally more strongly to 
displays than most other com- 
modities. 

Hardware dealers deal in two 
general categories of products. 
They sell impulse items, which 
are goods bought by consumers 
without premeditation, after 
being attracted by a display, a 
slogan, an advertisement or any 
other device that stimulates an 
impulse to buy. Hardware deal- 
ers also sell products which are 
bought after the consumer, in 
response to a need, decides and 
plans to buy them. Good mer- 
chandising can add an impulse 
purchase to a planned purchase. 
Good merchandising induces the 
planned purchaser to make the 
purchase in one establishment as 
against another. 

Merchandising by display is 
an aggressive, positive method 
to reach your sales objectives. 
As hardware dealers, you can 
assume that consumers know you 
carry such products as fall in 
the category of the planned, pre- 
meditated purchase. For such 
products, no particular display 
emphasis is necessary unless you 
want to divert the planned pur- 
chase desire to something else 
such as a new product or a re- 
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lated product that you prefer to 
sell. 


Impulse Sales 
On the whole, your display 
space and display budget should 
be used for impulse items and 
for products which can stimulate 
impulse buying. Consumers de- 
cide to buy impulse items at the 


moment they see them on dis- 
play. Padlocks in some classes, 
for example, are impulse items 
and should be displayed. 
There are products which 
should also be displayed which 
are not ordinarily considered im- 
pulse items, but which can be 
transformed into impulse items 
because of special conditions. A 
consumer does not buy an ordin- 
ary night latch, for example, if 
his present latch is functioning 
adequately. Usually night latches 
are bought only when needed. 
However, new, vastly improved 
night latches, with new features, 
if properly displayed can induce 
consumers to replace their old 
latches. That is one of the rea- 
sons Yale & Towne has designed 
a night latch display board for 
its new lines in this field. Given 
the opportunity to see and try 
such new products, consumers 
are impelled by pride of owner- 
ship to replace their old with 
new, more attractive products. 
Displays should be used to 
focus attention at the right time 
on seasonal items. In this re- 
spect, displays serve as a re- 
minder. Late winter and early 
Spring are the times to begin 
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Hotpoint makes a range 
to fit every customer's 
budget—six models in all 
—equipped with either 
Pushbutton Controls or 


Rotary Switches. 


Everybody’s Pointing To 
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displaying your screen door hard- 
ware, garden implements, and 
miscellaneous hardware for 
Spring cleaning. 

Whenever possible, displays 
should include the actual prod- 
uct, and more preferably, the 
product-in-use, and best of all, 
it should be so displayed that it 
can be tried and operated. 


Nationally Known Brands 


Most of you carry, or should 
carry,  nationally-advertised, 
brand name merchandise. The 
national advertising supporting 
these products should be a fac- 
tor that you should take into ac- 
count when planning displays. 
To reap the maximum benefit for 
yourself, for instance, out of the 
advertisements placed in national 
consumer magazines by brand 
name manufacturers you should 
use displays as a bridge between 
such national advertisements and 
your customers. 

No one expects all hardware 
dealers to be experts on displays. 
Nevertheless, they must display 
and they can display. 

Always in back of dealers are 
the brand name manufacturers 
of the products he should dis- 
play. As an example, we have 
a special display department that 
is staffed by display experts who 
design and produce material, at 
great cost and energy, for the 
use of hardware dealers. Our 
company has produced attention- 
arresting display boards from 
which to sell padlocks, night 
latches, cabinet locks and many 
other items. Other types of dis- 
plays—also showing the actual 
products—are available for door 
closers, front door sets, key-in- 
the-knob tubular locks, and mis- 
cellaneous hardware. A _ wide 
variety of tested display material 
for counters, interior store is- 
lands and windows can be had. 
All of this display material. is 
built upon knowledge of adver- 
tising uses, color values, psychol- 
ogy, and application. All we who 
make it available to you ask is 
that you use it for its intended 
purpose. Use it to sell products 
and not to clutter up the cellar. 

As proved in the Rochester 
test, display increases the turn- 
over of the products displayed. 
It is obvious therefore that to 
support window and counter dis- 
plays hardware dealers must 
have on hand proper stocks of 
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the products displayed, or imme- 
diate access to distributors who 
will quickly replenish their sup- 
plies. 


Display and Inventory 


The relationship between dis- 
play and adequate inventory was 
dramatically pointed up on the 
Rochester test. It was discov- 
ered there that the dealers had 
not had enough reserve stock of 
displayed products and were 
quickly unable to satisfy demand. 
What happened in Rochester was 
that customers shopped in other 
stores until they found the items 
that were displayed in the test 
stores. It is necessary, therefore, 
if you want to capture the full 
benefit of the demand created 
by your displays to support them 
with adequate inventory. 

Without stretching the mean- 


ing of the term display too 
thinly, I think that we can agree 
also that the appearance of your 
store and shelves, the way you 
sample products, the arrange- 
ment of your stock, are all ele- 
ments of display. All these fac- 
tors, if seized upon as modern, 
merchandising tools, will help 
you make sales. Don’t leave any 
margin for error. Just assume 
that the average consumer is fas- 
tidious and sophisticated, that he 
knows he is shopping in a free 
market, and that if he passes you 
up in his quest for goods he does 
so because he knows someone else 
will be able to serve him. To hold 
the interest and allegiance of 
consumers to yourself, take ad- 
vantage of the benefits of dis- 
play. The tests prove that the 
hardware dealers who do so have 
an enormous competitive su- 
periority. 
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One of the charts used by Mr. Johnson, in his talk, to illustrate the effective- 
ness of window displays in retail hardware stores. 
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sell Insect Screening 


Helps you 


et 


In answer to a great demand we're going to reprint this valuable 
sales aid that tells at a glance the retail cost of any given amount 
of insect screening. 


Thousands of dealers who handle the MULTI-STRAND line of 
screening—OPAL, LIBERTY and ALDURA—have gained more 


“sales-making” time by using our surface table booklet. 


Take a look at these sample tables that make it easier to sell 
screening. Then, if you’re a MULTI-STRAND dealer or not, 
fill in and mail the coupon below and be sure you get your 

copy of our new booklet. It will help any dealer make sales. 


To avoid disappointment send in the coupon now. Our 


last printing ran out before all requests could be filled. 


) BE/SURE YOU GET YOUR COPY! 
_ / RESERVE IT NOW! 


New York Wire Cloth Co. 
445 Park Avenue, New York 22, N. Y. 


MG Gentlemen: Please reserve me a free copy of your new 
Catalog and Surface Table Booklet. 











Please Print Your Name..... SOSHeeCcEHdEdSOdeeeewveseCcece 
Company..... ° OVE Ve dee Se vogredeseceeeedrseecesdece 
Street Address......... REP Y eee ee PETT eT Tee iaeaeesie 
Serer yer 06666 seenesReos ese DRvcnccdovvcssec ° 
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Bk Aldura ® 
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Tuesday Session 


Is War With Russia Inevitable? 


FEDERATION of all the signatories to the Atlan- 
tic Pact in one Union of the Free is the only 
way to prevent domination of the world by Com- 
munism, states Edmund Orgill, Tennessee hard- 
ware wholesaler, who is a director of the Atlantic 
Union Committee. He says the problems of the 
12 free Atlantic countries are identical with those 
of the 13 original American colonies. 


By EDMUND ORGILL 
President, 
Orgill Bros. & Co. 
Hardware Wholesalers 
Memphis, Tenn. 


"WW, 
ORLD Peace 


and World Freedom” is a seri- 
ous subject and, to my way of 
thinking, the most important one 
in the world. Feeling this way 
about my subject, I am particu- 
larly gratified to have the op- 
portunity of presenting it to a 
group of independent individu- 
alists who think for themselves 
—who have made their own way 
in this world — who, for the 
most part, own and operate 
their own businesses. 

We in America want world 
freedom and world peace. I 
think we can work out a plan for 
it, and I think we can sell it to 
the world. 

But we have some selling to 
do at home first, and that’s 
where you ladies and gentlemen 
come in. I want to explain my 
proposition for an _ Atlantic 
Union to you, and enlist your aid 
in the most important sales cam- 
paign in the whole world. 

I said that I think we can de- 
velop a workable plan for world 
freedom and world peace. But 
this statement must be quali- 
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fied. It can be done, prcvided 
our State Department, and our 
Congressmen, and our lay lead- 
ers (that’s you) give the atten- 
tion and consideration to world 
conditions and world affairs that 
they deserve in this crucial pe- 
riod. And, I am glad to say, 
there are many signs that indi- 
cate that Congress realizes that 
it must put its best thinking on 
the problem of avoiding war. 


Washington at Work 


Our President’s great speech 
in Little Rock, Ark., on June 11, 
indicates that he and the State 
Department are putting first 
things first, and should give us 
all renewed hope. 

President Truman made a 
reasoned report on the results 
of American foreign policy. In 
the main it was a calm evalua- 
tion of freedom’s progress, made 
in an area whose people are fun- 
damental in their thinking on 
freedom, and who are in full ac- 
cord with a foreign policy dedi- 
cated to its preservation. 

American foreign policy, in 
relation to our most compelling 
international problem of Com- 








EDMUND ORGILL 


munist aggression, is fixed and 
unswerving. The President’s 
report dealt chiefly with the suc- 
cess so far attained in checkmat- 
ing that aggression. We are, he 
declared, at the midway point. 


World Trade Reviving 


The tide has been turned “in 
favor of freedom and peace’”’ be- 
cause the American people have 
been united in determination to 
use their strength and substance 
to that end. “The disintegration 
of the democracies of Europe 
has halted. Free peoples in many 
parts of the world have been 
given new hope and new confi- 
dence. The restoration of world 
trade has begun.” 

All this, the President pointed 
out, has been accomplished with- 
out closing the door to peaceful 
negotiation of the differences be- 
tween the free nations and the 
Soviet Union. 

Even so, he warned, “the 
cause of peace and freedom is 
still threatened.” 

Before the free world can be 
made “secure against the social 
and political evils on which Com- 
munism thrives” there is, the 
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The New Model C-12 Delco A j 


Wellmaster Shallow Well Pump! 


Dollar for dollar, feature for feature—the New C-12 

i offers more pump for the money—which means 
greater value for your customers and more profits for 
you ! Look at the many outstanding quality features — 
large eccentric drive . . . 3-piece stuffing box... large 
valves and water passages .. . V-belt drive . . . built-in 
pressure relief valve . . . 12-gallon welded steel pres- 
sure tank, galvanized inside and out . . . automatic 
air volume control . . . automatic pressure switch . . . 
and the revolutionary 4 HP Delco “Rigidframe”’ 
capacitor-type motor ! 


& ms 
ake ay 


treme, 
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GREATER PROFITS WITH DELCO PUMPS —Built and Backed by General Motors! 


With the addition of the Model C-12, Delco Water Systems requirements of your value-conscious Customers. 


dealers can offer a complete line Of pumps—deep well, ; 
P — . P 3. You'll be backed by a manufacturer whose research 
shallow-well and jet—to meet their customers’ every re- ; : w 
and engineering facilities will keep the products you're 
quirement. Now a Delco Water Systems franchise becomes ; 
' : selling out in front. 
even more valuable—now your profits can be greater ; 


than ever before, because: 4. You'll have a sales promotion program that really 
works—aggressive advertising and alert merchandising- 


1. You'll be selling products that carry a name your helps geared to meet your needs. 


prospects know and trust . . . General Motors Delco 

Water Systems. Why not investigate now? For more information about 
your profit opportunities in selling the full line of Delco 

2. You'll have Delco Wellmaster Shallow-well, Deep- Wellmaster Pumps, write to Delco Appliance Division, 

well and Jet Water Systems that will meet the exacting Dept. HA-7, General Motors Corp., Rochester 1, N. Y 


Your Keys to Greater Profits 








Delco Wellmaster Delco Wellmaster Delco Wellmaster 


Shallow Well Pumps Deep Well Pumps Jet Pumps 


. 


: Also manufacturers of automatic Delco-Heat for homes © Fractional Horsepower Electric Motors ¢ Electric Automatic Clocks 
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', . . this great heritage of government of the people, 


by the people and for the people is threatened. Russia, 
firmly united with its satellites, is sitting on the sidelines 
watching our disunion, planning and eternally working at its 
avowed purpose of spreading sinister communism through- 
out the world, either by propaganda and infiltrations or by 
overthrowing existing governments and becoming the domi- 
nant force in the world. They want to rule us.” 


President pointed out, “a long 
way to go.” 


Free World Program 

Prime requisites for a success- 
ful continuation of our anti- 
communist foreign policy were 
enumerated by him as being ex- 
tension of the Marshall plan; ex- 
tension of the reciprocal trade 
agreements and ultimate estab- 
lishment of a permanent, inter- 
national trade _ organization; 
early ratification of the Atlantic 
Pact, and adoption of a military 
aid program “to increase the 
effective strength of the free 
nations against aggression.” 

The Atlantic Pact and the 
arms aid program will, the Pres- 
ident reiterated, “bring a sta- 
bility to the democratic nations 
of Europe which has not existed 
since the end of the war. They 
will, at the same time, contrib- 
ute directly to the security of 
the United States.” 

The President did not, but 
could have, added that the At- 
fantic Pact without an imple- 
menting arms aid program will 
be useless. 


E.C.A. Aid is Vital 


The President’s observations 
on the European Recovery Act 
(Marshall Plan) could well be 
taken to heart by the Senate Ap- 
propriations Committee, now 
currently considering a consid- 
erable cut in the 1950 funds 
authorized by the House. Said 
he: 

“At the outset, it was esti- 
mated that it would take four 
years before these countries 
could again become independent 
of special economic aid. Only a 
little more than a year has 
passed since we began. It we 
were to falter now and cut down 
our aid, the momentum of re- 
covery would be destroyed. The 
people of these countries would 
be thrown into confusion and 
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their advance toward economic 
self-reliance would be blocked. 
A slash in the funds available 
for European recovery at this 
time would be the worst kind of 
false economy. It would cancel 
the hopes and the plans of the 
Western European nations. It 
would be a great gain for Com- 
munism.” 

The Senate Committee’s de- 
cision must be based on realiza- 
tion of the stark reality of such 
a‘gain and not on personalities 
and the emotion which seem to 
be unfortunately creeping into 
the hearings. 

As the three essential ele- 
ments of lasting peace, Presi- 
dent Truman named (1) a 
strong and prosperous United 
States; (2) a strong and pros- 
perous community of free na- 
tions and (3) an international 
organization capable of prevent- 
ing aggression.” 

No sensible American will 
quarrel with domestic and for- 
eign policies dedicated to such 
objectives and I hold that this 
shows that our statesmen are 
giving more study and greater 
consideration to world affairs. 
And I am one who believes that 
when we Americans put our best 
minds to work on a problem, we 
are going to find a way to solve 
that problem. 


Atlantic Union Aims 


I bring you the two proposals 
of the Atlantic Union Commit- 
tee: 

(1) —Prompt ratification of 
the Atlantic Pact, and 

(2)—After ratification, a con- 
gressional resolution calling on 
the democracies which sponsored 
the pact to explore the possibil- 
ities of uniting in a federal 
union of the free. 

I hope to prove that this is 
by far the best way to bring 
about the three essentials for 
peace, named by the President: 


(1) That the U. S. and the 
other free peoples can be 
stronger and at much less cost 
if they will just unite. 

(2) That, if we unite we can 
dispense with European relief 
at a saving of five billion per 
year and have much sounder and 
much greater prosperity than is 
possible any other way — fur- 
thermore, unless we do unite, we 
are likely to go broke, sending 
arms and money to Europe. 

(3) That this Atlantic Union 
of the democracies will be so 
strong and so united that it can 
definitely prevent aggression 
and, what’s more, preserve indi- 
vidual freedom and the Ameri- 
can way of life. 


Freedom at Stake 


You see, the problem which 
is facing us right now, is one 
which involves even more than 
peace. Even more important, is 
the preservation of our individ- 
ual freedom and personal liberty 
—the concept of the dignity of 
man—which is the greatest her- 
itage handed down to us by our 
forefathers. It is the reason why 
our government was founded. 

We Americans, and other free 
people, have always put freedom 
first. Every free people has sac- 
rificed peace, and gone to war 
more than once, to secure lib- 
erty. 

None has voluntarily sacri- 
ficed its liberty, to secure peace. 
However, twice within my life- 
time, the free have acted as if 
peace came first in importance 
(before World War I and again 
before World War II) and both 
times a world war for freedom 
has followed. 

At this juncture, you may ask, 
“Why are you so worried? We 
in America have our freedom. 
Who is going to take it away?” 


Communism is Crawling 


Well, we have seen Soviet Rus- 
sian Communism gobble up Cen- 
tral Europe. We have seen its 
extension into Korea, Manchu- 
ria, and China. We have seen 
what happened in Finland and 
Czechoslovakia. Italy was saved 
for democracy only by the nar- 
rowest margin. Fellow travelers 
are at work in the Western 
European democracies, Canada, 
Australia and even here at 
home. We all know the avowed 
purpose of the dictators of Rus- 

(Continued on page 64) 
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W. C. JUDSON 


(Continued from page 39) 


near Rapid River where they 
spend each Michigan deer sea- 
son. He has hunted geese at Hud- 
son’s Bay and has really been out 
in the wilds with the Indians. He 
also has spent many falls in Sas- 
katchewan, coming back by way 
of South Dakota for the pheas- 
ants. He fishes mostly in Michi- 
gan. 

Last month Mr. Judson was off 
in the wilds north of the Lake of 
the Woods in Ontario, on a mus- 
kellunge fishing trip, which in- 
volved driving to the end of the 
road and then continuing by a 
plane which set his party down 
on a chain of lakes and which re- 
turned to pick them up. Each 
winter he fishes in Florida and to 
quote him, “the best thing I know 
of down there is trying to catch 
tarpon on light bass tackle. 

Mr. and Mrs. Judson live seven 
or eight months of the year at 
their home on Clear Lake, five 
miles from Big Rapids. Their 
cottage is equipped so they can 
be comfortable in any kind of 
weather. They also have a large 
family home in town. 

They have one son, Tom G. 
Judson, now a senior at Michigan 
State College, majoring in busi- 
ness administration. Tom, who 
is married, is following in his 
father’s footsteps, and has been 
working in the hardware store 
since he was five except for two 
years during the war on a Navy 
destroyer. 

Mr. Judson’s election to the top 
post in the national association 
follows logically his interest in 
hardware group activities. He 
was elected to the board of gov- 
ernors of the national associa- 
tion at the Cincinnati Congress 
in 1939 and was president of the 
Michigan Retail Hardware Asso- 
ciation in 1936. He has served 
the Michigan organization as a 
member of the board since 1932. 

Mr. Judson admits to few out- 
side activities other than hunt- 
ing and fishing. He had been ac- 
tive on the board of trustees of 
Ferris Institute for 15 years un- 
til his resignation a few years 
ago. He was also concerned with 
reorganizing a bank after the 
bank closings but although he 
still holds stock, he is not a direc- 
tor. 
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EDMUND ORGILL 


(Continued from page 62) 


sia, is the spread of Communism 
throughout the world, with them 
taking over as rulers. It is no 
secret that their stated plans 
call for the use of any possible 
means to this end, including the 
overthrow of existing govern- 
ments and military conquests. 

Now, I do not believe that we 
can stop their propaganda and 
infiltration by armed force. I 
do not believe that even the 
present North Atlantic Military 
Pact can stop the spread of this 
insidious thing. And I do not 
believe that we in the United 
States can retain our personal 
freedoms in a Communist world. 
I think that if we were sur- 
rounded by communism, we 
would be forced to use such a 
large portion of our wealth for 
military defense, that we would 
have to go back to government 
controls, even more stringent 
than we had during the war, 
and very probably wind up as a 
military dictatorship, without 
liberty. 

Now, there may be some here 
who ask “What’s the matter 
with Communism?”, who look 
upon it as just another economic 
system or another political party 
and who favor it or oppose it on 
that basis. I doubt if there are 
many. I think most of us detest 
communism, because it denies 
completely the dignity of man, 
and the sanctity of the human 
soul, It allows no individual 
freedom, no personal liberty. 
There is no freedom of religion, 
no freedom of the press, no free- 
dom of speech. Opposition to 
the ruling party’s candidate is 
not tolerated. Communist states 
are governed by dictators, are 
held together by intimidation 
and fear—man is the servant of 
the state. His life is ordered by 
the state. 

We do not want any part of 
that. But the Communists are 
bound that we have it, whether 
we want it or not and have re- 
fused to give up this purpose, 
and work cooperatively in the 
world-wide United Nations. 

If military power is not 
enough to stop this cancerous 
infiltration, then what is the 
answer? What makes me so sure 
that our statesmen will find the 
answer to our problem, if they 
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really put their minds to the 
task of finding it. I think the 
answer to communism is to 
prove that freedom and democ- 
racy produce the best results— 
socially, economically, militarily 
and every other way. 


Entertains Delegates 





Wendell Hill, 14 year old son of Mr. 

and Mrs. A. B. Hill, Portsmouth, Va., 

as he played last year for the Con- 

gress, again entertained N.R.H.A. 
delegates. 


I think our statesmen will find 
a method of proving this, and a 
framework within which _ to 
prove it, if they will follow the 
suggestion of the recently form- 
ed, Atlantic Union Committee. 
Its suggestion is that the na- 
tions which sponsored the At- 
lantic Pact explore the possibili- 
ties of a Federal Union. 

The glorious thing about such 
a Federal Union is that it is ex- 
pected not only to bring peace 
and prosperity, but to preserve 
our individual freedom — the 
American way of life. The At- 
lantic Union Committee does not 
attempt to blueprint or write the 
specifications for the new Fed- 
eral Union. Its aim is solely to 
help bring about a Federal Con- 
vention to explore the possibili- 
ties of forming such a union. 
This committee thinks that if 
delegates from the countries 
which sponsored the military al- 
liance will sit down together and 
conscientiously explore the pos- 
sibilities and advantages of a 
Federal Union, as compared with 
alliances and treaties, they will 
come to the same conclusions as 
our founding fathers when they 





met in our constitutional con- 
vention in 1787. 


12 Nations Involved 


You will recall that our fore- 
fathers had formed an alliance 
under the Articles of Confedera- 
tion, and had found that an alli- 
ance did not work. They called 
a federal convention to “alter 
and amend” the Articles of Con- 
federation. But this convention 
boldly created a new federal 
government, with authority, and 
power to regulate federal affairs, 
while leaving local affairs to the 
states. What they did, of course, 
was subject to ratification by the 
people of the 13 original states. 
Likewise, anything developed by 
an exploratory convention now 
would be subject to ratification 
by the people of the 12 nations 
involved. 

In the United States, this 
would call for a constitutional 
amendment, and hence nothing 
could be done without most care- 
ful consideration and complete 
debate. 


Federal Union Powers 


Some of the powers which 
probably would be given to the 
federal union are: 

1. The sole right to conduct 
foreign relations. 

2. Maintain armed forces. 

3. Issue currency. 

4. Regulate commerce and 
communication between member 
nations. 

In this new Union, you and I 
would still be citizens of our sep- 
arate states and the United 
States, just as we are now, but 
in addition, we would also be 
citizens of the larger Union of 
the Free. We would still elect 
our local and nationab officials, 
but in addition, we would elect 
representatives to the new gov- 
ernment. The hope is that the 
republic thus formed, would be 
modelled on our Constitution, 
and would be the nucleus for an 
eventual world government; and 
that it would be designed so that 
other nations could be accepted 
into the union provided they 
had, or came to have our ideals 
about freedom — and _ proved 
themselves capable of guaran- 
teeing their citizens their basic 
rights. The republic would be 
expected to grow, just as the 
United States grew, from 13 to 
48 states. This great union, 
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THE 


AMERICAN FORK & HOE COMPANY 


changes its name to 








TRUE JEMPER 
Corporation 


Millions of farmers, gardeners, home owners, fishermen and 
golfers know our products as “True Temper” and ask for them by name. 
You know us as the makers of True Temper Products. 
True Temper Corporation is today, by far, more descriptive 
of our Company and significant of its activities than any other name. 
Therefore, we believe it a service to our customers, our suppliers and to 
millions of users of our products to change our Company name 
from The American Fork and Hoe Company to True Temper Corporation. 
The change became effective July 1, 1949. 
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would stay in the United Na- 
tions Organization, in order to 
work with all countries through- 
out the world. This requires no 
amendment of the United Na- 
tions Charter, and _ would 
strengthen the organization im- 
measurably. 

If you have never thought 
about this very much, your first 
reaction might well be, “It can’t 
be done—the countries are too 
diverse in their thinking—they 
speak different languages.” Of 
course, all of this has to be con- 
sidered, but all of these argu- 
ments were brought up in 1787 
when our forefathers were mak- 
ing and ratifying our Constitu- 
tion. That was certainly no easy 
task. It is true, they were the 
greatest men of the times, 
George Washington, Alexander 
Hamilton, Benjamin Franklin, 





“As the three essential ele- 
ments of lasting peace, Presi- 
dent Truman named (1) a 
strong and prosperous United 
States; (2) a strong and 
prosperous community of free 
nations and (3) an interna- 
tional organization capable of 
preventing aggression.” 


—Edmund Orgill 


James Madison, George Mason, 
Edmund Randolph, to mention a 
few. It is also true that they 
made this a matter of first im- 
portance. They really put their 
best thinking into it. They met 
almost every day from May 13 
to the middle of September. But 
it paid off—they came up with 
a brand new form of govern- 
ment—a_ federal union, which 
has endured ever since, and has 
given us in the United States 
the greatest freedom and the 
greatest economic prosperity the 
world has ever known. 

This form of government has 
been copied by other countries, 
and has successfully united peo- 
ples of various nationalities and 
really worked. 

Australia is a federal union. 

Canada is, and unites French 
and English, and both languages 
are spoken. 

The Union of South Africa 
united the bitterest of enemies 
—the English and the Dutch 
Boers, and both languages are 
official. 

Switzerland unites Germans, 
French and Italians. Four lan- 
guages are spoken, and the Con- 
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stitution and the laws are writ- 
ten in four languages. 

Did you know that there has 
never been a federal union which 
failed to work? The reason why 
federal unions are able to unite 
peoples of different nationalities 
and tongues is that only certain 
powers are turned over to the 
federal government, while local 
affairs and things having to do 
with local customs, are left to 
the separate states. 


Compromises in Order 

Many difficulties presented 
themselves to our forefathers, 
just as many difficulties will pre- 
sent themselves to the delegates 
at the federal convention of the 
democracies, proposed by the At- 
lantic Union Committee. Many 
compromises had to be worked 
out. 

In the south were agriculture 
and slavery and land owners. 

In the north, fishing, ship- 
ping, trading, the beginning of 
manufacturing and _ practically 
no slavery. 

There was much more bitter- 
ness and intolerance between the 
various religious sects in the 13 
states than exists foday in the 
12 nations joined together by 
the Military Pact. 

The area of the United States 
in 1787 was ten times larger 
than any federation in previous 
history and the opponents of the 
constitution argued that it was 
too large ever to be held to- 
gether by a common govern- 
ment. It took George Washing- 
ton three days to get from Mt. 
Vernon to Philadelphia. The 
delegates from New Hampshire 
took two weeks. Those from far 
off Georgia, required three 
weeks. Undoubtedly, the same 
argument will be advanced 
against our new federal union, 
although you can now fly from 
New York to London in less than 
24 hours. 


Governments Must Change 


Let me call your attention to 
the fact that during the Ameri- 
can Revolution, transportation 
was scarcely faster than it had 
been under the Pharaohs, at the 
time of Buddha, or of the Incas. 
But since then, within a little 
over a century, transportation 
has changed from animal power 
to the steam and electric rail- 
road, the automobile and the 700 
mile-per-hour airplane. 


The change created by indus- 
trialism is almost as startling; 
certainly governments must 
change with changing times. 

The opponents of the Union 
argued that the states were sov- 
ereign. 

The supporters said that sov- 
ereignty rested in the individual 
citizens, and that the new gov- 
ernment would be administered 
by officers chosen by the people, 
that the people would simply be 
transferring part of the duties 
of the government from the 
states to the federal union, that 
governments were formed for 
the people, and that the people 
had the right and duty to set up 
the kind of government which 
would serve them best. 

The opponents insisted that 
the smaller states would be swal- 
lowed up by the United States. 


"| think the answer to com- 
munism is to prove that free- 
dom and democracy produce 
the besf results — socially, 
economically, militarily and 
every other way.” 


—Edmund Orgill 


rm 


The supporters pointed out 
that a small state is always apt 
to be swallowed up by a hostile 
state, but that it finds security 
and liberty in union with other 
states. 

The large states thought rep- 
resentation should be strictly on 
a basis of population or wealth. 

The small states thought each 
one should have equal represen- 
tation. This, of course, was an- 
swered by the great compromise 
with representation in the 
House being based on popula- 
tion, but with equal representa- 
tion in the Senate. 

The opponents of the Consti- 
tution were convinced that the 
rights of the people could be 
protected only if the states re- 
tained complete sovereignty. 

The supporters of the Consti- 
tution knew that conflicting sov- 
ereignties had been the causes 
of most wars. 

The opponents of the Consti- 
tution in 1787 could talk only 
of the difficulties of forming a 
new government. 

The supporters of the Consti- 
tution were aware of the dan- 
gers facing the Confederation 

(Continued on page 70) 
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At last, the age old spatula has been re-designed for 
Mrs. America. This new Non-Splash, All Stainless 
Steel Spatula will soon be in demand all over the 
country. Here is a quality product you can sell with 
both confidence and profit. 


Packed individually in attractive display boxes. 
Ask your Hardware Jobber Today! 


wey RETAILS 
4 Ser Eee) 


Sty .° _ 
( Pecccccce®® 
NON-SPLASH. TURNS B hac 
FOOD QUICKLY, SAFE- 


LY AND EASILY. SELLS 
ON SIGHT. 


JOBBER INQUIRIES INVITED 315 NORTH ABERDEEN STREET 


Write for literature 


CHICAGO 7, ILLINOIS 
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sell thousands of feet at 
14c profit per foot 


CUTTER 
SUREEV S 
TUBES € 







Patent 
Pending 


keep gutters clean for life 


Every home under trees is a prospect for 
GUTTER SCREEN before fall leaves start 
dropping. 

5 ft. tubes of internally supported bronze 
screen, simply laid along the gutter troughs, 
form a continuous drainage tube, end all 
gutter cleaning, positively prevent clogging 
by leaves, seeds, pine needles, etc. for the 
life of the gutter. 

Already in big demand. Easy to handle. 
Comes in 60 ft. cartons (1 doz. 5 ft. 
lengths), standard 3” diameter. Write for 
full details, prices and dealer sales helps. 


GUTTER SCREEN MFG. CO. 


255 Elwood Ave., Newark 4,N.J. P.O. Box 447 








FINEST hand mower 

Blair ever made. The 

seventy years of 
experience behind 

every Blair mower 

is reflected in the 
satisfaction they 

The guarantee your 

Pilgrim customers. 


6 
LAWN MOWERS 
BLAIR MANUFACTURING CO. 


Telephone 2-7449 
SPRINGFIELD 7, MASSACHUSETTS 





68 











Complete Sargent Select-O-Graph set-up 
as used in a midwest hardware store. 


Sargent's Select-O-Graph Plan Sets Up Complete 
Department for Builders’ Hardware Sales 


Plan includes necessary stock, training and instructions 
for operation by any hardware store of a complete unit 
for merchandising of builders’ hardware. 


ARGENT & Co., New Haven, 

Conn., manufacturers of build- 
ers’ hardware now offers the Sar- 
gent Select-O-Graph plan to help 
hardware dealers do a better mer- 
chandising job on builders’ hard- 
ware. 

Basis of the Select-O-Graph sys- 
tem is a display cabinet, designed 
by one of the nation’s leading in- 
dustrial designers, which estab- 
lishes a complete builder’s hard- 
ware department in a single store 
unit. This combines the two 
functions of display and _ stock. 
Every type of item needed to 
trim a house is scientifically dis- 
played in plain view with such 
things as locksets mounted on 
blocks to show actual operation. 
The full list rests on long experi- 
ence with the fastest-moving lines 
of quality hardware. Harmonizing 
designs and finishes prevail. 


Ample storage is provided in 
compartments behind the display 
panels. 


Sales Manual 

Of even greater importance is 
the Select-O-Graph manual em- 
ploying all the latest devices of vi- 
sual education. More than 50 
pages of color-chart floor plans, 
graphs and drawings indicating 
the placement of individual items 
depict all the “openings” where 
builders’ hardware is required in 
an average home and various types 
of hardware recommended for 
them. In each instance a choice 
of recommended and optional de- 
signs and finishes is given. With 
these the dealer gains the knowl- 
edge to set himself up, not just 
as a retailer, but as a home hard- 
ware specialist. 

There are lists covering stock 
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quantities, costs and suggested re- 
sale prices; line drawings of each 
item listed for easy recognition; 
stock control sheets to keep a run- 
ning check on shelf supplies; or- 


der pads and addressed envelopes | 


extinguishers sell in volume! 


for replacing stock simply by in- 


serting quantities needed in the | 


righthand columns; and _ label 
cards for open merchandise trays. 
These alone are invaluable in car- 
rying on an intelligent builder’s 
hardware business. 


Contract Section Aids 


The aids in the contract sev- 
tion include sample _ residence 
hardware schedules, work sheets 
for easy figuring, blank schedule 
sheets and schedule covers mak- 
ing for a more refined presenta- 
tion oi the hardware proposed, 
and finally opening labels for 
package identification so that the 
carpenter can open and use each 
item in sequence as it may be re- 
quired, 


Advertising Helps 


To assist the dealer in publi- 
cizing his new department, he re- 
ceives newspaper mats, store win- 
dow signs and suggested form let- 
ters to architects, contractors and 
prospective home builders. 

For what amounts to a single 
investment—and one held to a 
minimum by the detailed advence 
factory planning—the dealer can 
be set up in the builder’s hard- 
ware business, complete with train- 
ing and instructions, the display 
cabinet and all necessary stock. 
The entire unit is designed to at- 
tract and create impulse sales, 
from casual customers in the store 
as well as the making of contract 
sales. 

The Sargent organization states 
that in addition to establishing a 
complete builder’s hardware de- 
partment in any store Sargent 
Select-O-Graph plan: provides in- 
despensable assets of display, bal- 
anced stock and technical know- 
how; attracts an ever-expanding 
clientele of builders, architects and 
home owners; sells more and bet- 
ter home hardware at bigger per- 
unit profits and educates both 
dealer and customers in builder’s 
hardware needs and services. 


| 
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Sensational 4" Hero proves 











( Almost $200,000.00 worth ) 
sold in 60 days! 


VURDIN'S 
Dealers always said that fire 
extinguishers never sold in volume 
because they cost too much. But 
that’s all over NOW! Bostwick’s 
HERO, a full-fledged fire fighter 
sells complete for only $1.29 . . 
price every family can pay. 

Hero sold almost $200,000.00 
worth in a couple of months. Cus- 
tomers bought two, three, even six 
at a time! They bought Hero for their 
homes — their cars — their business. 


“Never believed | could 
do so much business" 


“Hero opened my eyes,” says Marvin Yurdin, 
hardware retailer of Bridgeport, Conn. 
“From the first moment Hero was displayed 
it sold. | sold over 450 Hero.” 

* = *255 
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People want fire protection .. . 
NOW they can get it at a price 
they can afford to pay! 
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WHY wero 1s 


sucn A Terrific SUCCESS .... 


1 No inspection needed! 

2 No vaives...no clogging! 
3 Not complicated for women! 
4 No re-charging bother! 

5 Can't leak! 

6 Doesn’t weaken with age! 
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NATIONALLY ADVER TISED 


In leading national magazines reaching a monthly 


__39-900,000 J 












For full particulars and + pena 
offer, phone, write or wire. . 


BOSTWICK LABORATORIES, INC. BRIDGEPORT 
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EDMUND ORGILL 


(Continued from page 66) 


and demanded that a new gov- 
ernment be attempted in spite 
of all difficulties. 

The 13 colonies had been suc- 
cessful in their war for freedom. 
During the war they had banded 
together, because of a common 
danger, but after the war was 
over they had drifted apart. 

The Confederation which 
joined them was just an alliance 
not much stronger than the 
North Atlantic Pact which has 
just been signed. 

Each state had its own cur- 
rency and all of it was of ques- 
tionable value. 

There were tariffs and trade 
barriers between the different 
states. 

Each state had its own army 
or militia and even felt that they 
had the right to deal directly 
with foreign countries. 

The great nations of England 
and Spain and France were on 
the sidelines watching. Un- 
doubtedly they gloated over the 
misunderstandings and_ strife. 
Undoubtedly they were planning 
conquest and domination. It is 
no wonder that our leaders in 
1787 decided that something had 
to be done. 

A similar situation exists to- 
day. The democracies of the 
world have just won a great war 
for freedom. During the war 
the free countries banded to- 
gether because of a common 
danger, but now that the war is 
over, these countries are not 
united. Each one has its own 
separate army and navy and air 
force. Each one has its own dip- 
lomatic corps, to deal with each 
other and with the balance of 
the nations of the world. Each 
one has its tariffs and trade bar- 
riers. Each has a different cur- 
rency and these currencies are 
manipulated to suit what seems 
to be the national interest. 

Yet these democracies like the 
13 original states, have the same 
basic ideals, they have the same 
love of freedom, and the same 
concept of the dignity of man 
based on Christianity. 

But this great heritage of 
government of the people, by the 
people and for the people is 
threatened. Russia, firmly united 
with its satellites, is sitting on 
the sidelines watching our dis- 
union, planning and eternally 
working at its avowed purpose 


70 


of spreading sinister commu- 
nism throughout the _ world, 
either by propaganda and infil- 
tration or by overthrowing exist- 
ing governments and becoming 
the dominant force in the world. 
They want to rule us. 


Reds Are United 


The Communist 
united. 

The free 
united. 

If we take the advice of the 
Atlantic Union Committee, we 
will explore the possibilities of 
uniting in a Federal Union. 

“But,” you may say, “tell me 
explicitly why this Atlantic Fed- 
eral Union will be better than a 
combination of the Marshall 
Plan aid, which we have given 
so abundantly and the Military 
Alliance, which we have just 
signed and which we hope will 
be promptly ratified.” ® 

Let’s consider first, military 
strength. If the allies were 
united in one Federal Union, they 
would have just one integrated 
army, one navy and one air 
force, all under one supreme 
command. Aren’t you sure with- 
out further argument, that this 
would be more efficient and much 
less costly? On top of this, re- 
member that any country can 
pull out of an alliance any time. 
Treaties and pacts are just 
scraps of paper that can be torn 
up any time. Former Secretary 
of War Robert P. Patterson is a 
vice-president of the Atlantic 
Union Committee and I ask you, 
whose opinion on this point is 
worth more than Mr. Patter- 
son’s? Here is what he says, “A 
union of democracies will con- 
vince the Kremlin that the de- 
mocracies inaean business. The 
Kremlin will immediately see 
that the creation of a federal 
defense force for a union of na- 
tions would be far stronger than 
any staff agreements between 
separate nations. What’s more 
the saving in cost would be enor- 
mous.” 

Now let’s consider the eco- 
nomic side. We have been send- 
ing billions and billions of dol- 
lars to Europe. We have been 
doing this to help restore pros- 
perity and stop the spread of 
Communism, which was making 
great headway because of the 


states are 


peoples are dis- 
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want, starvation and desperation 
which existed. This Marshal! 
Plan aid has done untold good 
in all of Europe but it really 
saved the day in Italy and 
France and Greece. However, it 
looks as though this government 
aid will have to be kept up in- 
definitely and I doubt if even 
our great resources can stand 
the strain of this and our tre- 
mendous armament costs. In a 
Federal Union, one currency can 
be adopted and trade barriers 
and tariffs done away with. If 
this could happen, there would 
be a great expansion of inde- 
pent industry throughout this 
area, which would remove the 
necessity of government grants 
and loans. This Federal Union 
would be greatly in the interest 
of our own expanding industry. 

Former Supreme Court Jus- 
tice Owen J. Roberts is presi- 
dent of the Atlantic Union Com- 
mittee. He has this to say, 
“While the alliance provided for 
in the Atlantic Pact is an im- 
mediate step to prevent war, it 
is not enough to insure perma- 
nent peace. The purpose of the 
Atlantic Union Committee is, 
therefore, to bring about a 
Union of the democracies sign- 
ing the Atlantic Pact. Such a 
union would offer four immedi- 
ate benefits: 

(1) It would strengthen the 
United Nations. 

(2) It would raise the stand- 
ard of living for all. 

(3) It would lower the cost 
of military security for all. 

(4) It would make democracy 
so powerful that the Kremlin 
could not hope to start a war 
with any prospect of success. 

Justice Roberts says, “We 
want to hear from all Americans 
who want to join us.” 

As a member of the board 
of directors of this committee, 
it is a great privilege to tell 
you the story and solicit your 
support. 

I said in the beginning this 
is a selling job. Every man and 
every woman here can _ help, 
right now. You can help by 
joining the Atlantic Union Com- 
mittee—just the prestige of 
your name as a member will 
help a great deal. But the thing 
that will count for most will be 
your selling influence with your 
senators and representatives and 
with your friends. 
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edi a complete package, ready to set up. There’s no better 

way to display your Christmas merchandise lighted, 
hen the and yet it costs you nothing! ne se 

— The No. 5 Christmas assortment, with the FREE “Profit- x 
a Maker” display, includes only staple items the 
—— fastest-selling items in the industry: 
Shem Quantity Number Description 
wind 6 102K 8-light indoor series sets 
; a war 6 207K 7-light multiple sets 
ccess. 3 407K 7-light outdoor sets 
s, “We 2 109K 9-light series Bubbling sets 
nericans 100 C-6 G-E series type lamps 
50 C-72 G-E Multiple type lamps 

e board 25 C-9'2 G-E Outdoor lamps 
nmittee, 12 B20K Series Bubbling lamps 
to tell : 
it. your 1 X712 12-foot extension cord 
ing this 
om ORDER THE ‘Frofit “Maken 
bale iow DEAL FROM YOUR WHOLESALER 
on Com- 
tige of -.- and WRITE FOR THE FULL-COLOR CATALOG 
ber will : 
elie NA ILLUSTRATING THE ENTIRE ROYAL CHRISTMAS LINE 
will be .dend for yours - TODAY! 
ith your 
ives and 


ROYAL ELECTRIC COMPANY, INC. © PAWTUCKET, ®. f. 
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in HAROWARE 


‘Home Hardware’ Lacquer pump with jet agitator. Cylinder is 
1% in. by 3 in. stroke with brass ball 

Sargent & Co., New Haven, Conn., valves. Tank is galvanized or brass, 
has developed a protective covering, a capacity 4 gals. Sprayers may be used 
film or envelope of almost colorless lac- for general spraying after containing 
quer that is said to invisibly protect the chemical weed killers by following the 


chemical manufacturers’ instructions. 





burnished metal of home hardware from 
the chemical action of tarnish or corro- 
sion that can eat away appearance and 
usefulness. Reported to be proof against 
moisture, cleaning fluids, chemical Homko Lawn Sweeper 





fumes and salts and acids of human 
perspiration. Also withstands bumps and 
scratches and abrasion. 


Western Tool & Stamping Co., Des 
Moines, Iowa, offers a Homko 24 in. 
lawn sweeper. Brush is adjustable to 
sweep lawns, walks, drives, patios or 
any outdoor area. Frame is welded 


Hand Sprayers steel. Canvas basket holds 614 bushels 


° and dumps in one motion. Tires and 
For Weed Killers hand grips are rubber. Brush reel runs 
The F. E. Myers & Bro. Co., Ashland, on roller bearings. Weighs 65 lbs. 
Ohio, has announced the production Folds flat for storage. 
of two types of hand sprayers for apply- 
ing 2,4-D and similar weed killers. 
“Kwikfill” compressed air sprayers have 
been fitted with Neoprene hose and 
special leather gaskets. This enables 
the operator to use oilbase weed kill- 
ers without damage to hose or leathers, 
say maker. Sprayer tank is made of 
galvanized iron or brass and comes in 
2% and 4 gal. sizes. Myers New Idea 
| knapsack sprayers have also been fitted 
with Neoprene hose, special gaskets and 
Thermo Cup leathers providing the 
| same advantages as with the Kwikfill 
| compressed air sprayers. ««Knapsack 
sprayer is equipped with an all brass 
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Bassick Heavy 
Duty Casters 


The Bassick Co., Bridgeport, Conn., 
offers a line of forged steel precision 
heavy duty casters in 5, 6, and 8 in. 





diameter wheel sizes. Said to feature 
an improved construction which util- 
izes the strength of forged steel frame 
and top plate, the line uses highest 
quality unit type of enclosed main load 
bearings and Timken thrust bearings. 
Line is recommended for operating 
loads of 1500 to 2000 lbs. per caster. 


'‘K-Jet' Toy Plane 


Kenton Plastics Corp., Marseilles 
Rd., Kenton, Ohio, offers the “K-Jet” 
a Sundberg Farar design, harmless in- 
door or outdoor toy. Shoots a suction 
cup tipped arrow accurately 50 ft., says 
maker. Equipment includes two 12 in. 
arrows, waxed and tipped with pure 
gum suction cups, 6 in. target, spare 
jet band. Molded from Hercules Ace- 
tate, wingspan, 7 in. fuselage, 6 in. 
Individually boxed, 2 doz. to carton. 
Shipping weight 8 lbs. Suggested to 
retail for 59 cents. 
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NOW—THE FAMOUS BIG BEN FAMILY in a beautiful new 
design that’s strictly modern in every line—years ahead 
from every angle! Important to you and every retailer 
because it gives this popular alarm clock family greater 
acceptance than ever. They have the same reliable move- 
ments that have made millions of satisfied customers. 
Big Ben Loud Alarm, with fire alarm call and tick you 
can hear, comes in black finish; retails at $4.75. Big 
Ben Chime Alarm, ‘“‘first he whispers, then he shouts”’, 
has quiet tick and 2-voice alarm; comes in ivory finish 
at $5.75. Baby Ben, with quiet tick, and an alarm that 
adjusts to loud or soft, comes in choice of black or ivory 
finish at $4.75. All three are available with luminous dials 
at one dollar more. Order from your wholesaler today! 


CLOX, LASALLE-PERU, ILLINOIS; IN CANADA, WESTERN 
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Prices 


*Trade Mark Registered U. S. Patent Office 


subject to change 


without 


notice 
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When you sell 
STEWART Products 





@ Send your inquiries for these items 
to Stewart. We handle all details and 
pay you a commission. You carry no 
stock...invest no money. Send for 
Stewart catalogs and when your cus- 
tomers ask for certain items, you'll 
know who makes them. Scores of 
hardware dealers are doing it. 


aL. 











SU MD 









Stewart Chain Link Wire Fences are made 
from low lawn style to high industrial type 
with barbed wire overhang. 


you make no 










Be@Q eee eG a 









¥ 


investment... 


All Steel Settees 
are made in 
4’, 5’ and 6’ 
lengths. 
Durable, 
attractive, 
inexpen- 
sive. 





— = | 


———— 




















Stoop, Balcony and 


Stair Railings are 
made in a wide stodods 














variety of styles, pe —h 
and are available Tail cums 


in’ either plain or 
ornamental iron. 





OTHER STEWART PRODUCTS: 
Iron Picket Fences; Wire Mesh Partitions; 
Flagpoles; Steel Folding Gates; Bronze 
Tablets, etc. Write for catalogs today. 
No obligation whatever. 


THE STEWART IRON WORKS CO., Inc. 
1637 Stewort Block, Cincinnati 1, Ohio 
Experts In Metal Fabrications since 188 
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WHAT'S NEW 





‘Lawn Byrd’ 
Hose Shut Off 


Horncraft Mfg. Co., 13700 Wayzata 
Blvd., Minneapolis 16, Minn., offers 
the “Lawn Byrd” hose shut off. To 
one slides the hose through the 
opening in the “Lawn Byrd” hose shut 
off. Maker says the clearance is ade- 
quate for all hose couplings to pass 


use 


through freeing. Spring cushioned 
roller is operated with foot. Works 
equally on all types 5% in. plastic or 
rubber garden hose. Made of heavy du- 
alloy 


rable cast aluminum and rust- 


DO THIS 





proofed throughout. Individually boxed 
and labeled with the picture of “Lawn 
Byrd.” Weighs 1% lbs. boxed, 18 boxes 
to carton. 


Fishing Guide 

The Stratton & Terstegge Co., Inc., 
Louisville, Ky., has issued “Angles for 
Anglers,” a new fisherman’s guide with 
much know-how on when, where and 
how to catch bigger fish, more often. 
It is written for the novice as well as 
the old-time angler. Also in this 16 
page booklet is a calendar guide and a 
request for anglers to stnd in tips to 
better fishing. 


Empire Gas 
Range Burner 


Holyoke Heater Corp., 54 Waltham 
Ave., Springfield 9, Mass., is offering 
an Empire gas range-burner which 
converts the coal, wood, or oil burning 
stove to gas. It is a single bar lumi- 
nous flame conversion burner which 
uses pure gas with no air mixture, which 


HARDWARE 








reflection 


results in hotter heat and 
lower gas consumption, maker, 
Reported to be fully automatic, color- 
less, clean, noiseless and also supplies 
a steady amount of hot water. Con- 
trolled by thermostat which maintains 
even room temperature and is un- 
affected by range heat. Maximum 
burner rating 30,000 B.T.U. per hr. 
Entire conversion unit is inside stove. 


says 


All-Purpose Holder— 
Three Way Holder 


E. & J. Enterprises, Inc., 37-39 Grove 
Avenue, Verona, N. J., has designed an 
all-purpose holder that will hold many 
different pieces of equipment which are 
to be protected, displayed or stored, in 
the smallest available. This 
clamp may be attached permanently to 
larger paint brushes. They lock on the 
handles and provide a catch that will 
permit resting the brush inside of the 
paint pot pot, maker. 
When brush is idle, paint runs back into 
the paint pot. It is made of nickel 
plated wire. The second type holder 
has three uses. A pair may be hooked 
over any step of a step ladder to make 


space 


any type says 


a painting easel. In that way they hold 
screens or storm sash so they may be 
painted standing straight. “3-Way” 
holds pots entirely on the outside of 
the ladder upright. Made of nickel 
plated wire. 





AGE, 


JULY 14, 1949 


























' HARDWAR 








et” pee 
y) 


_ - — 


ection and 
ays maker, 
1atic, color- 
so supplies 
ater. Con- 

maintains 
nd is un- 
Maximum 
J. per hr. 
side stove. 


sills Hiterally, the hottest line 
of space heaters on the market 





There’s a big dammed-up demand for space heaters 











eats that’s going to let go this fall . . . for in ’48 sales were 
hold many — stifled by “the oil shortage.” Things are different now 
aa r ——— eee . .. and alert dealers can turn back the clock and ride 
ble. This . a sales boom again if they sell the right equipment. 
a to From this approach consider Preway, always a 
ge tog be leader in the field, with a bigger lead now than ever 
side of the before . . . for these outstanding space heaters give 
oe you premium performance to sell — performance 
» of nickel supported not by claims, but by hard-hitting en- 
(* hooked gineering facts that you can demonstrate and show. 
lee to: a And when visual values like these are backed by a 
y they hold price tag that stops the eye,, you can plainly see why 
ny oS you should be promoting Preway this season. Point 


“3.Way” 
outside of FF for this red hot line at the July Market — or if you 


of nickel § can’t wait, write today for the full story. It packs a 
terrific merchandising wallop. c 


Incorporating 

many of the basic 

engineering ad- 

vantages of the 

Starline for high 

: capacity heat, the 

Loaded with a price punch that has : Preway Emblem 

merchandising impact, the Preway is pitched as a 

Starline heater is available in sensational price 
two sizes. leader. 


PRENTISS WABERS 
Yh SECOND STREET, N.. WISCONSIN RAPIDS, re =a - 10) 0) 0{ oy U Co. 


14, 1949 
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Cummins Electric Drill 


Cummins Portable Tools, 4740 N. 
Ravenswood Ave., Chicago 40, IIL, 
offers a %4 in. standard duty electric 
drill, model 425 to its line. Designed 
for steady light production drilling of 





metals, wood and compositions. Fea- 
tures die cast aluminum frame, Jacobs 
7B geared chuck, with chuck key per- 
manently attached to cord, universal 
motor for operation on AC or DC, 115 
volts, 25-60 cycles; no-load speed of 
2200 rpm. Ball bearing on armature 
shaft, dural roller on chuck spindle. 
Also momentary contact switch, trigger- 
type with lock for continuous operation. 
It is 11% in. overall length, and 
equipped with 10 ft. 3 conductor cord 
with rubber plug and pigtail for 
ground, 


Norge ‘Self-D-Froster' 
Refrigerator 


Norge Division, Borg-Warner Corp., 
Detroit, Mich., has announced a de 
luxe six cu. ft. refrigerator equipped 
with the “Self-D-Froster” system, sug- 
gested to retail for $209.95. Cabinet 
is of one-piece wrap-around construc- 
tion with net storage capacity of 6.08 
cu. ft. Side freezer will hold up to 17 
Ibs. of frozen foods. Crisper or hydro- 
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voir extends full width of food com- 
partment and is covered by glass shelf. 
Powered by the Norge Rollator Cold- 
maker, compressor mechanism with 
three moving parts, including the shaft. 
With this new model, Norge now offers 
nine models in three sizes, five equip- 
ped with the “Self-D-Froster” system. 


Torch Fuel 


Otto Bernz Co., Inc., Rochester, N. Y., 
offers “Bernzrite” ‘a trouble free torch 
fuel available in one qt. cans packed 
12 and 24-to carton. Designed for all 
makes of blow torches, firepots, camp 
stoves, weed burners, truck flares and 
other such products. Reported to be 
non-carbonizing, and economical, 





Lombard One Man 
Chain Saw 


Lombard Governor Corp., Ashland, 
Mass., offers a 19 in. one man saw, 
powered by a full 4 h.p. Homelite en- 
gine and equipped with a smaller ver- 
sion of the Warren high speed chain. 
Weighs 38 lbs., the cutter bar is de- 
signed to swivel to any desired position 
quickly. Natural posture handlebars 





and controls are designed to promote 
ease of handling’ in felling and bucking. 
Warren high-speed chain is a governed 
chain. Thickness of the chip removed 
by the cutter teeth is controlled by a 
series of depth gages. Equipped with 
plow shaped cutting teeth which are 
reported to cut fast. As the teeth are 
of special alloy steel, they do not re- 
quire sharpening often. 





Make 2nd Quality 
Pure Manila Rope Again 


American Mfg. Co., Nobel & West 
Sts., Brooklyn 22, N. Y., has resumed 
manufacture of Clipper Brand 2nd 
quality pure manila rope. Available 
in %4 in. dia, and all larger sizes at 
four cents per lb. less than No. 1 
manila. Clipper is said to be made 
from a good grade of pure manila fibre 
and is recommended for general util- 
ity purposes such as hay fork rope, 
hay loader rope, trip rope, etc. 





Evans Packaged Oil 


Forced-Air Furnace 

Evans Products Co., Plymouth, Mich., 
offers a packaged oil forced-air furnace. 
{ll-white unit is completely automatic, 
factory assembled and engineered for 
quick installation. All control enclosed 
on outside front of jacket and a two 
speed draft booster assures adequate 
draft at all times, says maker. Employs 
a stainless steel vaporizing type burner. 
Model 379 is equipped with either 





Serereegennnet 
} 

















ae 





a 


blade type blower or double inlet wheel 
blower with filter and housing. BTU 
output at bonnet is 82,500 per hr. Unit 
is 63% in. high, 3344 in. wide and 1914 
in. front to back. 


‘Edge-Master' 


Home lawn edger is constructed so 
that it can be adjusted to three posi- 
ticns capable of doing four different 
jobs: to edge a lawn along the cement 
sidewalk easily, quickly and neatly; 
placed in a reverse position, tool will 
dig a furrowed trench as much as an 
in. deep in the turf along the side- 
walk; and the third position adjustment 
places the two cutting edges together 
for the purpose of cutting out grass 
that grows between cracks in the side- 
walk as well as trimming the lawn be- 
tween flagstones. Suggested to retail 
for $6.95. Vendorlator Mfg. Co., Fres- 
no, Cal. 
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AND 
The Worlds Biggest Value 


PLIERS 


THE WORLD'S BIGGEST VALUE 
IN THE LOW PRICED FIELD 


a 


D. C. Combination Pliers 
Drop Forged Tool Steel— 
Nickel Plated 

& 


THE WORLD'S BIGGEST VALUE 
IN THE MEDIUM PRICED FIELD 
Motor Special Combination Pliers 


Drop Forged Tool Steel— 
Nickel Chromium Plated 


* 
THE WORLD'S BIGGEST VALUE 
IN THE TOP QUALITY FIELD 


es 


Diamalloy Slip Joint Pliers 
Drop Forged Alloy Steel— 
Nickel Chromium Plated 


A high Quality tool of finest Diamalloy steel. Slip joint 
style with special drilled wire cutting feature. Cutting 
edges electronically hardened. 











WRITE FOR YOUR CATALOG 


DIAMOND CALK 


| HORSESHOE COMPANY 














4622 Grand Ave. e Duluth, Minn. 







































STEEL OR BRASS 


WOOD SCREWS 


immediately available from 


SOUTHERN 


SCREW COMPANY 


For a complete line of wood 






screws, steel or solid brass, 





bright or plated finishes, call 
on Southern today. Southern can give you 
immediate delivery on a wide selection of 
standard screws made to Federal specifi- 
cations in lengths ranging from '/," to 
4" in sizes from 2 to 20, inclusive. Slotted 


and Phillips heads. 


Southern screws are manufactured with 
great care and are precision measured and 
tested to assure you a high degree of per- 


fection and uniformity. 


Get all the facts on this extensive line 
of fine quality wood screws. Write today 
for Southern's net price list with full details 


of the Southern line. 


SOUTHERN 


SCREW COMPANY 
STATESVILLE, NORTH CAROLINA 





True Temper 
Weed Cutter 


True Temper Corp., Columbus 9, W he a y AY Ww rd W 


Ohio, offers a weed cutter; carbon 
steel, knife-sharp serrated blade that is 
replaceable. Features sturdy semi-tu- 
bular brackets, large bracket opening, 
improved handle shape with expanded 
end and flattened sides. Reported to be 
perfectly balanced to swing in both 
directions. Blade is 2% by 14 in., and 
bolted to brackets for easy replace- 
ment. Black finish. Rigid 1 in. wide, 
semi-tubular formed brackets of 13 


| 
gage steel. Fully heat treated. Riveted 
through heavy end of handle. Gold 
bronze finish. Handles are 30 in, long, 
white ash, Cherry-Ash clear finish. 
Overall length of tool is 40 in. Packed 
assembled a half doz. to package. 
Blades fully protected. Extra blades 
may be furnished. Ilandle is shaped 
with expanded end and flattened sides. 
Tool is assembled with blade level on 
bottom for ease in sharpening but may 
be reversed quickly. Suggested to re- 
tail for $1.50, 


‘Huffy PlaMate’ 


A four-wheel bicycle has been in- 
troduced by the Huffman Mfg. Co., 
Dayton, Ohio. Two of the wheels are 
the regular 16 in. size with semi-pneu- 
matic tires. The others are smaller, 
of solid rubber and on detachable 
stabilizer wheel mountings. As_ the 
child grows, the stabilizer wheels are 
removed and the bike becomes a regu- 
lar two-wheeled bike. Mountings are 
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said to provide riding steps for an ex- 
tra child passenger. Features smooth 
rolling stabilizer wheels, is chain driven 
and has a coaster brake. Three to seven 
year olds can operate this ’cyle. 


Bicycles Stuffer Folders 
The Westfield Mfg. Co., Westfield, 


Mass., offers colorful envelope stuffer 
folders on Columbia and Columbia- 
Built balloon tire and lightweight bi- 
cycles. Balloon tire folder, in four 
colors is made up in two styles for 
Columbia and Columbia-Built accounts 
whereas lightweight folder is adaptable 
to both lines. All folders are two fold 
type with space for dealer imprint on 
front and illustrations of a cross section 
of the lines. 


'Lug-Aid’ 
Handy Truck 

Syracuse Alloy Metals Corp., 114-118 
S. Salina St., Syracuse 2, N. Y., offers 
the “Lug-Aid” in six different models. 
Specifications are 38 in. high, 16% in. 





deep, and 17 in. wide. Features heavy 
wall steel tubing frame, 11/16 in. J.D. 
electrically welded. Packed six in 
standard bundle. Model 120, without 
adjustable hook, aluminum finish. Load 
capacity 200 lbs.; equipped with 8 by 1 
in. clincher type solid rubber tires. 
Model 122, without adjustable hook, 
red enamel finish, 100 lb. load capacity. 
Equipped with 5 by % in. tires. Model 
124 without adjustable hook, red 
enamel finish, load capacity 150 lbs. 
Equipped with 5 by 1% in. tread alumi- 
num alloy wheels. Model 121, with 
adjustable hook, specifications same as 
120, 123, with adjustable hook, speci- 
fications same as 122; and 125 with 
adjustable hook, specifications same as 
model 124. 


Griffon Scissor 
Assortment 


The Griffon Cutlery Works, Inc., 151 
West 19th Street, New York City, an- 
nounced plans for incorporating into 





its line a scissors and shears assort- 
ment No. 757 with free display cab- 
inet. The retail value of this assort- 
ment is $63. This assortment is said 
to be ideal for smaller hardware 
stores, since it utilizes very small space 
and contains only those Scissors and 
Shears that are leading popular selec- 
tions. Implements are effectively dis- 
played under glass on a numbered pad 
which corresponds to numbers on the 
box of surplus stock in the rear. The 
cabinet, is all wood, in maple finish. 
The assortment contains a 4-in. and a 
6-in. scissors, a 7-in. and an 8-in, house- 
hold shears and a 7'%-in. dressmaker 
shears. There are six of each of these 
items in the assortment. 


Self-Sealing 
Wax Paper 


The Munising Paper Co., 135 S. 
LaSalle St., Chicago 3, Ill., offers Wax- 
Seal paper that seals itself. Outside of 
the paper is heavily waxed. Innerside 
is a tasteless, odorless adhesive that 
sticks only to itself. Merely pressing 
edges together makes a neat, airtight 
package. Food can be stored in the re- 
frigerator without dishes in this paper. 
Said to prevent odor of foods such as 
fish from spreading to other foods. 
Moist foods are reported not to slip 
through. Packaged in handy box with a 
straight cutting edge that tears off just 
the size sheet needed. Suggested to re- 
tail for 69 cents for 200 ft. 
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3 SIZES 


Nu-ART HOUSE NUMBERS 
STAINLESS STEEL OR BRONZE 


These beautiful, ever-lasting house numbers are 
always in style. That’s why they sell like hot cakes 
all year ’round. They take little space ... and 
make big profits! Nu-ART Numbers come in extra 
heavy bronze that is highly polished and heavily 
lacquered ... or in extra heavy stainless steel. 
You get the attractive display case FREE with in- 
troductory order of complete assortment of 12 of 
each number. 


Nu-ART LETTERS ALSO AVAILABLE! 


Nu-ART Letters in stainless steel or bronze are 
also available in all three sizes—334”, 24%”, 1%”. 
They make a beautiful sign of ovetading beauty. 








FOR EASY SALES 


Order Yours Now... We Pay Postage! 


YOUR ORDER WILL BE SHIPPED SAME DAY RECEIVED 


MACKLANBURG-DUNCAN CO. 


OKLAHOMA CITY 1, 


BIG PROFITS 
DISPLAY 






Yeu’? NU-ART and NU-LUME 


HOUSE NUMBERS! 


Pas LUME- 


[House NUMBERS | NUMBERS & 
oF) ee ec 





3 SIZES 
33,”, 24", 1 V4" 


Nu-LUME Reflecting HOUSE NUMBERS 


These brilliant Nu-LUME Reflecting House Num- 
bers sell on sight! Positively won’t rust or tarnish. 
Hand-hammered effect finish makes them illumi- 
nate from flashlight, auto and street lights. FREE 
display case given with introductory order of com- 
plete assortment of 12 of each number. Nu-LUME 
Reflecting Letters are also available in three 
standard sizes. 


Nu-ART 
MOUNTING BOARDS 
These unique, attractive mounting boards are fur- 
nished in solid walnut or other high quality wood. 


With Nu-ART or Nu-LUME numbers they make 
a handsome sign—and a very nice profit for you. 
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WHAT'S NEW 








'The Colonial’ 
Aluminum Mail Box 


Gordon & Lewis, Derby, Conn., offers 
a cast aluminum mail box featuring a 
concealed lock. Has hand-hammered 





finish and the body is cast in one piece. 
Equipped with large magazine and 
paper clips. Mail compartment is large. 
It is 17% in high, 7 in. wide and 3 in. 
deep. Packed with two keys. Sug- 
gested to retail for $9.95. 


Woodmaster Combine 
Woodworking Power Tool 


The Woodmaster Corp., 135 Orange 
Ave., West Haven, Conn., has developed 
model 710 which combines an 8 in. 
circular saw with a table 12 by 18 in.; 
a jig saw with unlimited capacity; a 
26 in. lathe, a horizontal drill; an 8 in. 
disc sander; a buffer-polisher and a 
grinder. Unit is built about the Fafnir 
sealed ball bearings. Changes necessary 








from one machine to another are all 
located in the head stock and take but 
a few seconds, says maker. Suggested to 
retail for $89.85. 


Tap & Die Set 


Woodruff & Stokes Co., Quincy, 69, 
Mass., offers size 00 tap and die set. 
Ideal for those who make model rail- 
roads, cars or other model specialties. 
Made of special alloy steel, the cut- 
ting edges of the taps and dies are 
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said to remain sharp indefinitely and 
breakage is reported to be reduced by 
means of a special heat-treating proc- 
ess. Designed principally for manual 
work, both taps and dies are equally 
effective when used in power-driven 
equipment. Set is packed in a hand- 
made selected birchwood case. Set con- 
sists of four dies: 00-90, 0-80, 1-72, 
2.56; four taps: 00-90, 0-80, 1-72, 
2-56; 1 tap holder, double-end; 1 die 
holder; 1 hardened and ground pre- 
screw driver; 1 set screw 
Special sizes available upon 


cision 
wrench, 
request. 


Mozall Mower 
Wind-King Electric Mfg. Co., Mer- 


rill, Iowa, offers the Mozall mower 
which is equipped with a fourth wheel, 
that is said to protect against shaving 
high spots in uneven lawns. Reported 
to trim all grass evenly. Enclosed blade 
sucks grease up for even cut. Front 
wheel is thin and doesn’t trample; back 
wheels are behind the cut. Whisks 
through weeds two in. thick, says 
maker. Suggested to retail for $139 
with 1% h.p. engine. Equipped with 
20 in. cutting blade, adjustable for 
depth of cut, adjustable height handle, 
Timken bearing equipped. Cast alumi- 
num alloy frame, 12 in. diameter; 
wheels, with 2 in. puncture-proof semi- 
pneumatic tires. Packed knocked down, 
engines in factory carton. Belt drive is 
claimed to eliminate all shocks. 








Pressure-Fed 
Paint Roller 


The James Warren Co., 1511 W. 
Florence Ave., Inglewood, Cal., offers 
the “400” pressure-fed paint roller 
which is claimed to apply all types of 
flat oil water 4nd plastic paints to all 
types of surfaces, rough or smooth. 
Paint is fed to the roller head through 
a hose attached to a three gal. paint pot 
with built-in pressure system. Rate of 
paint feed is controlled by a valve in 
the handle, operated by finger-tip pres- 
sure. No painting experience is needed 
to operate the unit. No paint is wasted 
and drip or spatter is eliminated. Rol- 
ler cover is of lamb’s wool which is re- 
ported to provide a springy, resilient 
surface that reaches into rough plaster, 
stucco and brick. Said to also give a 
smooth finish on smogqth surfaces. Com- 
plete outfit includes the roller head, 
three gal. pressure tank with built-in 
pressure system using a 2 in. heavy 
brass pump, pressure gage, air release 
valve, 16 ft. of Neoprene paint hose, 
cleaning unit and two lamb’s_ wool 
roller covers. Suggested to retail for 
$69.50. Rollerhead assembly is avail- 
able for use with any pressure pot. 
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Portable Heater 
Safety Switch 


Arvin Division of Noblett-Sparks In 
dustries, Inc., Columbus, Ind., offer 
three Arvin electric heaters featuring 
the “Safe-Guard” safety switch. Located 
in the base of the heater, switch re 
quires the weight of the heater on it 
to maintain contact. Current is shut 
off instantly if heater is overturned ot 
tipped off the upright position. Model 
223 is finished in tan hammerloid, re 





tails at $12.95. The 223A and 223B 
models carry a retail price of $13.95. 
Former is available in cream enamel 
and the latter in burgundy enamel with 
chrome trim. Arvin’s present line, con- 
sisting of model 52, radiant heater and 
103, fan-forced type, and models 213 
and 203A, will remain on the market. 
New models deliver 52 cu. ft. of warm 
air per minute. Powered by induction 
motors and are equipped with handles. 
All feature chrome grills and handles 
with on and off toe switches. They 
are 14 in. high and 10 by 7 in. at hase. 


Drag-lt "Eel" 


Drag-It-Sinkers & Lures, 1709 Irving 
Park Rd., Chicago 13, Ill., offers the 
combination non-snag sinker and flex- 
o-lure. Flexible body with long goose 
neck is slippery but is reported to rate 
over 50 lb. test. When used as a sinker 
without hook it drags through and over 
rocks or coral without snagging, it is 
said. Claimed to take bait dow deep 





where fish as large as a two lb. perch, 


plate size grappies and blue gills, 
wopper bass and walleyes. For slow 
reeling it is designed to work efficiently 
in any hazardous waters and by twist- 
ing its body, it provides a wounded 
minnow action. When fish strike, run 
and break water, Drag-It “Eel” gives 
and takes the slack. By flexing the body 
in various degrees, maker says one can 
get actions from shimmy to wobble. 
Suggested to retail for $1.50 in choice 
of brass, copper or chrome. 
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Dealers Everywhere are Reordering the NEW 
KEIL Streamline Latch | 


| Throughout the entire country Keil Dealers are 
meeting with outstanding success with the NEW 
KEIL STREAMLINE LATCH. 


Its hold open feature, beauty and quality construc- 
tion are making it one of the most outstanding 
sellers on the market. 








Don’t miss this wonderful opportunity. . . . Con- 
tact your jobber today and order your stock. . . . 
It will make you money. 


Ask your jobber for your counter 
block with the NEW STREAMLINE 
LATCH. ... It will increase your sales. 


= 


KEY uPLCATING MACHINES: 


KEIL LOCK CO.-—CHARLESTOWN,NEW HAMPSHIRE 
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Lux's ‘Harvester’ 


The Lux Clock Co., Waterbury, 
Conn., announces the “Harvester with 
Luminous Dial.” This addition to the 
line of Lux alarm clocks is well de- 
signed with a smartly fashioned base. 
Features a die cast case finished in 
baked ivory enamel, and a buff dial 
with easy-to-read numerals made _ lu- 


minous. Harvester is equipped with 





the Lux guaranteed precision spring 
movement. The No. 236 Harvester is 
14 inches wide and 45, inches in 
height. Retails for $3.19. 


Scovill Silent Salesmen 


Two “silent salesman” displays illus- 
trated by Don Herold and designed to 
attract the attention of both the browser 
and buyer in garden hose equipment 
sections and window displays are of- 
fered by Scovill Mfg. Co., Waterbury, 
Conn. Each card features a Green Spot 
“Bonus Item,” two of five items that re- 
search has shown most people want to 
buy once they know the conveniences of 
having them. Gooseneck unit holds 12 
H-344 goosenecks mounted securely. 
Color illustrations behind each item 
automatically fill in blank spaces as 
each gooseneck is removed from the 
card. Quick connector display unit is 
partner to gooseneck unit and holds 12 
H-353 quick connectors. Card con- 
tains photo of product in use. 


Chicago-Latrobe's 
Auger Bit 


Chicago Latrobe, 411 W. Ontario St., 
Chicago 10, IIL, offers an auger bit, 
type No. 700. Reported to be free 
cutting, precision made and easily re- 
sharpened on an ordinary grinding 
Made from drop-forged steel, 
carburized and heat treated to correct 
hardness. Maker says the tool is heat- 
treated and ground which insures abso- 


wheel, 


lute straightness and concentricity be- 
tween screw points, cutting head and 
stem. Special screw point is used that 
feeds the tool into the wood rapidly. 


Set is consisting of one 


available 








WHAT'S NEW 








each: 36, 4%, %, %, %, and 1 in., sug- 
gested to retail for $6.10. Sets are 
packaged in a plastic roll with clear 
plastic pockets. 


‘Garden Carry Ali’ 


The Special Products Division, The 
Lodge & Shipley Co., is making a 
Choremaster “Garden Carry All,” 
which features a large hauling capac- 
ity, light weight, and complete fold- 
ability. Heavy canvas body, measures 
144 in. long by 18 in. high by 24 in. 
wide. Supported by welding tubing. 
Meets needs of homes, parks, golf 
courses and cemeteries. Entire side 
drops flat for easy loading. When full 
replace tubing and roll unit where it 
Oversize wheels protect 
lawn. Front flap unsnaps quickly from 
frame for storage. 


is needed. 


lilbronze 'Chrome- 


O-Plate’' 


Illinois Bronze Powder Co., Chicago. 
Ill., offers ready-mixed aluminum paint 
called “Chrome-O-Plate.” Said to pro- 
duce a smooth, brilliant metallic finish. 


ST PROOF: 
ManuractureD BY 
HS BRONZE 


INCORPORATE 





Reported to be fast drying, highly heat 
resistant and equally suitable for in- 
door and outdoor use. 


Revolvo Bins 


The Frick-Gallagher Mig. Co., 400 
Shubert Bldg., Philadelphia 2, Pa., 
offers revolvo bins for storing and dis- 
playing. They are available again in 
all standard sizes. Used for nails, 
bolts, fittings, tools and paint. Spring 
balances with scoop for weighing are 
optional. Each tray rotates on_ ball 
thrust bearing and is said not to sag 
or bind when fully or unequally 
loaded. 


‘Trip-L-Way’ 
Rose Powder 


Andrew Wilson, Inc., 


power which is an all-round insecticide 


TRIP-L- WAY 
od. 


e 
SPRAY» DUST 








DDT, Ro- 
tenone, Fermate and Sulphur in a mi- 
cro-sized powder used as a dust-shaker 


and fungicide. Nicotine, 


top canister or as a spray by the ad- 
dition of water. Garden size canister. 
packed 12 per case, suggested to re- 
tail for $1.50; 4 lb. canister, 6 per 
case, retails for $6.50. Said to control 
insects and diseases on Boxwood. Said 
to be effective against nearly all in- 
sects, millipeds and other forms of ani- 
mal life which feed on plants. 


‘Thunderbolt’ 


Hammer Bit 

Vew England Carbide Tool Co., 60 
Brookline St., Cambridge, Mass., offers 
its new carbide tipped hammer bit 
known as “Thunderbolt.” Bit was de- 
veloped to drill hard concrete and 
granite and may be used in any type 
of electric hammer. Drills are avail- 
able in sizes from 3/16 in. to 1 in. in- 
clusive and suitable chucks that fit the 
drill and also any make of electric ham- 
mer are offered. Maker reports that 
hammer operators will not lose hole 
size nor have to fight against the drill 
binding. 
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Springfield, 


N. J., offers the “Trip-L-Way” rose 
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Ibs. of coal. 





MODEL 616 
Small in size, but 
big in heating ca- 
Pacity. 16 in. 
Square. A space 
saver. Holds 60 


= 


val 






| 


~\ 













MODEL 422 
NEW circulating cabine, 
heater finished in two-tone 
brown porcelain enamel. 
Built-in Automatic Heat 
Regulator standard equip- 
ment. Booster Fan available 
for forced air circulation at 
small extra cost. 100 Ibs. 
coal capacity. 






MODEL 520-B 
Round type. A great 
heat maker. Holds 
100 Ibs. of coal. 
(Model 524-B, same 
exterior design as 
above, holds 200 Ibs. 
of coal). 








MODEL 522 
NEW popular priced 
heater that combines at- 
tractive appearance with 
exceptional heating ca- 
pacity. Has exclusive 
patented interior. Heater 
drum of blued steel. 100 
Ibs. coal capacity. 









MODEL 818 
Beautiful in design— 
a dependable heoter. 
Fully porcelain enam- 
eled with chrome 
trim. Holds 100 Ibs. 
of cool. 















Semi-automatic 
magazine feed. 


. Burn any kind of coal, 


than most furnaccs. 


> Heat all day and night without refueling— 
hold fire several days on closed draft. 


* Start a fire but once a year. 


Exclusive patented interior construction 
in all models. 


SELLING FEATURES 


coke, briquets or wood. 
Require less attention 











eThe name WARM MORNING is 
your assurance of sales and profits 
from coal heaters of exclusive, 
patented design that have well passed 
the million mark in sales... assurance 
that your customers get the Jowest cost 
dependable heat that money can buy! 


p Your home is WARM every MORNING 
regardless of the weather. 


WARM MORNING offers a com- 
plete line ... heaters to serve practi- 
cally every heating need in home or 
business . . . 60 lbs. to 200 Ibs. coal 
capacity. Stock and sell the full line 
for full profits! 

See Your Wholesale Distributor 


LOCKE STOVE COMPANY 


114 West 11th St. 


Kansas City 6, Mo. 
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‘Seal-It,’ 'Spray-It' 
Counter Display Boxes 


“Spray-It,” aluminum sprinkler for 
clothes, plants and flowers and “Seal- 
It,” anodized aluminum bottle stopper 





are offered in modern-design counter 
display boxes, by Metal Process Co., 
1811 First Ave., New York, N. Y. Both 
these items feature patented construc- 
tion enabling them to slide easily on 
all beer and soda bottles and clamp 
instantly and airtightly. Spray-It will 
never come off while using, and Seal-It 
will keep liquids fresh indefinitely, it 
is claimed. They both come in five 
colors: red, gold, silver, blue and green. 
Come four doz. assorted to a compact 
counter display box. Retail for 10 cents 
each. 


‘Little Giant’ Padlock 


Master Lock Co., Milwaukee, Wis., 
has added the No. 55 to the “Little 
Giant” series. This compact 1% in. 
padlock is designed to provide maxi- 
mum security for the customer who 
wants a small lock at reasonable cost, 
says maker. Suggested to retail for 25 
cents, the case of the lock is con- 
structed of hard wrought steel and is 
reinforced with a ribbed edge for un- 
usual strength. Improved lever security 
provides a good range of key changes 
for a padlock in this price class. Fea- 
tures individually milled keys that are 





nickel-plated after cutting and a strong 
self locking shackel with spring tension 
and swivel action. It is rustproofed 
throughout with pure cadmium. Pack- 
ing includes individual boxes, 12 to a 
carton that may be used as point-of-sale 
advertising material. 


WHAT'S NEW 


Williams Pliers 


Diagonal Cutting Pliers in 6-in. and 
7-in, sizes are offered in a new line of 
pliers manufactured by J. H. Williams 
& Co., 400 Vulcan Street, Buffalo 7, 
N. Y. Special high carbon steel pur- 
chased to strict chemical analysis is 
used in drop-forging these pliers. In 
addition to hardening and tempering, 
the jaws receive a second hardening by 
electronically controlled heat-treatment. 
Cutting edges are precision machined 
and hand sharpened to an edge which 
offers the maximum in cutting ability 
consistent with long wearing, non-nick- 
ing characteristics, according to maker. 
Large diameter rivets are reported to 
assure smooth action without distortion 
over a long period of use even when 
cutting the heaviest wire. Entire pliers 
are finished with a lustre-black pro- 
tective finish, faces and edges of jaws 
polished bright. 











Over 7 MILLION have been sold!... 
PRO-TEX-MOR 


(patented) 


SCREEN DOOR COVER 





This is storm door applied to screen 
door with tacks and molding. 


NATIONALLY ADVERTISED 
... @ fast $1.00 retailer 


Write for full information 








Turns any screen door into a STORM DOOR 
WIND-PROOF ... COLD-PROOF .. . STORM-PROOF 








Heavy specially treated golden colored kraft paper with eye-level 
transparent plastic window. SAVES FUEL. Consumer-tested and 


proven for years. One size fits any 
screen door. Goes on in a few min- 
utes. Complete with tacks, molding 


strips and simple instructions. 


CENTRAL STATES PAPER & BAG CO. 


5221 Natural Bridge 


New York Chicago Detroit 


St. Louis 15, Mo. 


Philadelphia Cleveland 


Cincinnati 


Shipping carton 
holds 25 covers. 
Quickly sets up as 


an attractive 
floor display. 
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Stock Silent Chain 
Flexible Couplings 


tails are concisely stated. Reverse side 
is devoted to illustrations and descrip- 
tions of Hoppe store, counter and win- 


Moody Precision 
Screw Driver Set 


dow display cartons; Hoppe free elec- 
trotype service and full-size picture of 
“Hoppe’s Guide to Gun Cleaning.” In- 


Morse Chain Co., Division of Borg- 
Warner Corp., 310 S. Michigan Ave., 
Chicago, has developed a line of stock 


Voody Machine Products Co., Inc., 
Providence 5, R. L., offers the “Krafts- 
man’s Kit,” a precision screw driver 


silent chain flexible couplings desig- sert is made to fit and bind easily into set containing five interchangeable 
nated as Series DSC. The all steel con- any standard wholesale or retail cata- nickel plated steel blades properly 
struction of these new couplings com- log. heat treated: size .100 in.: .080 in.: 
bines maximum power transmission ca- Saas .070 in.; .055 in.; and .040 in. Blades 
pacity with minimum space require- W rist Watch can be easily inserted into the solid 
ment, says maker. The simplicity of locking end or chuck. Screw driver 


The E. Ingraham @o., Bristol, Conn., 
offers an addition to the Sentinel line 
Disconnection of 


design—two sprockets wrapped with a 
center guide Morse Silent Chain—as- 
installation. 


barrel is nickel plated knurled steel 


and has an aluminum swivel top. 


sures easy clocks, a small wrist watch sug- Nickel plated steel blades and _ barrel 
is accomplished quickly by either of gested to retail for $4.95. It is 10 kt. are stored in a machined aluminum 


two methods—by unwrapping of the rolled gold plate front, chromium base. Complete unit is protected by 
chain after removing the single con- plated back. Available also in all a clear plastic cover. Kit is available 
necting pin, or by moving either chromium plated case to retail for in green, blue, silver and ruby. Sug- 
sprocket endwise out of mesh with the $4.50. Individually boxed. gested to retail for $1.50. . 


chain. Stock bores range from 1% in. 
to 2% in. with h.p capacities up to 
119 h.p. at 2000 r.p.m. Two covers 
are available—stamped steel for econ- 
omy and plastic for maximum protec- 
tion, 


‘Oncrete’ for Concrete 





Lewebco., Inc., Chicago, Ill, has de- 
signed a paint called Oncrete made 
primarily for concrete both interior 
and exterior. Said to protect, preserve, 
dust proof and render it moisture re- 
pellent. Reported to cover 300 to 600 
sq. ft. per gal. on untreated surfaces. 
Claimed to be unaffected by soap suds 
from washing machine. Heat resistant 
up to 500 deg. F., it may be used for 
radiators, boilers and hot water tanks. 
May be applied on top of any other 
previously painted surface. Available 
in eight colors. 


Gun Cleaning Solvent 
Catalog Page Insert 


Frank A. Hoppe, Inc., 2314 North 
8th St., Philadelphia 33, Pa., is offer- 
ing a catalog page insert which pre- 
sents in color each item of the Hoppe 
line of gun cleaning essentials, solvent, 
patches, oil, gun grease and the gun 
cleaning pack. Full descriptive de- 








PACKAGED PROFIT IN ¥4zece WIRE 


The customer is tempted to select the wire he wants with one hand, and pay 
you with the other, when you give a bit of space to hard-working Gilmer 
Wire Assortments. Every Gilmer set has the ample margin of strength and 
capacity to serve extra well and win you extra good will. 


GILMER 17-WS GILMER 6-S SPOOL WIRE ASS'T 
’ A regular spool wire department 
MASTER ASS'T in next to no space at all. 6 ‘ 
re ey oe _— wanted types, neatly in sight. 
D ean if as > 
for lemee, tne, p You waste no 


hi h tool wire. You handle 
washers, shop tools, pmen FLEXIBLE 
CORD 































- business fast. 
milkers, cleaners 


gage hal GILM E R 1 3 -W 
JUNIOR ASS'T 


and outdoor use; 
with connectors Same ac 17-WS 
at left, without 


and with open 
ends. 3 spools of re- spooled wire. A 
little giant sales- 


placement wire. 
man. 








2 cartons (25 
ea.) of 3-way 
connectors. 








UNDERWRITERS’ LABORATORIES APPROVE ALL GILMER WIRE PRODUCTS 


IT’S THE GILMER LINE FOR LAWN HOSE...RUBBER OR PLASTIC 


Shade competition with Gilmer Badger black or green rubber hose. Do quality 
volume with Gilmer Tuxedo black or green. Sell the “estate class with Gilmer 
Four Ace brown. The Plastic Hose without comebacks is Gilmer red or green. 


IN V-BELTS “GILMER HAS THE PULL’... AND THE CALL! 


Your No. 1 sales point—Gilmer High Strength Rayon Pulling Cords. No. 2— 
Gilmer Twin Jackets for grip and endurance. No. 3—Gilmer cool-running Cushion 
Rubber. These belts sell on sight—from the compact Gilmer Merchandising Tower. 
Complete your profit set-up with Gilmer Sheaves—for all applications. 





GILMER ELECTRIX® 
3-WAY OUTLETS 


The tough, soft 
rubber looks slick; 
stands the gaff. A 
handy, much-used 
3-way service block 
with male plug. 




















LH. GILMER COMPANY, Tacony, Philadelphia 35, Pa. scares russee coma 


STATES RUBBER COMPANY 
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This well balanced twine assortment has 
been assembled to help you sell more twine. 
Packed in this attractive display shipper are 
the following year ‘round sellers: 


6 balls Jute Garden Twine 

6 balls Polished India Twine 

6 balls Red Gift Cord 

6 balls Green Gift Cord 
12 balls Cabled Household & Kite Twine’ 
12 balls Parcel Post Twine 


Stock this fast moving Twine Assortment... 
King Cotton Twine is packaged and priced 
to sell! 








1G v5 Pat OFF 


CORDAGE 


JOHN H. GRAHAM & CO., INC. 
105 DUANE STREET + NEW YORK 8, N. Y. 
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‘OVC’ Home Heating 
Equipment Line 


Delco Appliance Division, General 
Motors Corp., Rochester, N. Y., is in- 
troducing a line of low-priced home 





heating equipment known as the OVC 
series. Has been designed to meet the 
requirements of small home 
owner. Will burn either gas or oil. 
Available in both high and low models 
and can be installed in either a utility 
room or basement. 


today’s 


Pack Four Locks 
In Miniature Showcase 


Slaymaker Lock Co., Inc., Lancaster, 
Pa., packages for store display and sale, 
four solid cast brass locks in a minia 
ture showcase, 7 in. squ. Deep-blue 
velour covering the box heightens the 
jewel case effect and sets off the locks. 
With the showcase are display cartons 
that tie in with the 
There is a special carton for 
each size lock. All of the cartons are 
become a part of the 


general color 


scheme. 


designed to 
counter display, either as units or as 4 
complete presentation. Showcase and 
cartons form a flexible exhibit. Each of 
the four brass locks in the assortment 
is wrapped individually in a red and 
white stripe package. Another feature 
of the merchandising plan is a package 
insert, describing other Slaymaket 
locks. Two locks have super-tumbler 
mechanism based on new control prit 
ciple. Each has more than 380 key 
changes. Other two locks have a double 
ward mechanism. Retail prices of the 
locks range from 35 to 79 cents. 
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Do you remember them? Full page ads 
showing famous Schlage installations 
have been reproduced in Hardware Age 
during the last four months. This was 
done to show you the high caliber of ad- 
vertising that the Schlage Lock Com- 
pany is using to create a larger market 
for Schlage locks. 


...1n These Magazines 


Through such outstanding publications 
the Schlage Lock Company is reaching 
key buyers in every major building field. 
That’s how the Schlage quality story is 
told every month in the year... and it 
goes straight to the men who specify and 
buy! 


... Make Sales For You! 


Schlage cylindrical locks are today’s $ 
fastest sellers. Their popularity is na- 
tion-wide. If you don’t have Schlage 

locks in stock, see your jobber or write 

Schlage Lock Company and a represen- 

tative will contact you. All standard 

items are now available for immediate 
delivery. 


FIRST NAME IN CYLINDRICAL LOCKS 


New York ¢, ts Ue "OrSal Pie: ares 8 
2 Schia 
: Wilding 
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SCHLAGE LOCK COMPANY 


SAN FRANCISCO 





* NEW YORK 
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ihe automatic 
coffee brewer 
America’s been 








waiting for 
exclusive 
Cory 
"Coralume” 
finish inside 
and out 
‘% 
satin-silver by 
finish... stain 
resistant 
America’s 
greatest coffee y 
brewer value— 
bar none! 
detachable 
cord—2 to 8 a 
é ...Yes, here! . 
cup markings a new elf metcl- CUISING 
; Uhh a automatic co’ \FW CORY 
heat-proof a) brewer priced to 
: ture mass mo MATICS 
plastic base sales. It is Con ‘NG 
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ory automatics | 


Cory gives you this all new 


282!) 





copper-chrome 


‘custom model 


Yes, here’s another new Cory Automatic 
Coffee Brewer—a strictly “deluxe” unit 
from every standpoint. Sparkling heavy 
duty chrome finish on copper formed 
bowls. Beats anything on the market in 
performance, quality or style ... yet 
priced at only $28.50 plus $1.45 federal 
excise tax. 

Although mechanically this unit is 
identical to the mass market model shown 
at left, it’s built of special heavy weight 
construction throughout—it'’s com- 
pletely chromed—and has a special 
highly polished lustre finish—deluxe, 
plastic fittings .. . It spells “Quality” in 
every respect—and gives you a Cory 
Automatic with which you can cash in 
on the high ticket gift sales to the 


carriage trade. 


SEE YOUR CORY DISTRIBUTOR 
OR WRITE DIRECT TO 


CORY 


CORY CORPORATION, Chicago I, Illinois 
Also makers of the famous Cory All-Glass Coffee 
Brewers, The Cory Electric Knife Sharpener, and 
Fresh'nd-Aire Fans, Air Circulators and Humidifiers. 
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THE AMERICAN FORK & HOE CO. 
RENAMED TRUE TEMPER CORP. 


Walter W. Rector Elected President 


At a meeting held at company | 
headquarters, 1623 Euclid Ave., 
Cleveland, Ohio, on June 28th, 





WALTER W. RECTOR 


The American Fork & Hoe Co., 
changed its name to True Temper 
Corporation. At the same time, 
Walter W. Rector, formerly exe- 
cutive vice-president and general 
manager of The American Fork 
& Hoe Co., was elected president 
of True Temper Corporation. A. 
F. Fifield, former president, was | 
elected chairman of the board | 
The other officers | 
are: J. @. 
and 





of directors. 
of the 
Findeisenn, 
general 
Goddard, vice-president and sec- | 
retary; G. E. Dickinson, 
president, labor relations; L. H. | 
deForest, treasurer; B. L. Brock- | 
lehurst, controller; and O. H.| 
Walther, assistant secretary. 

Incorporated in 1902, the com- 
pany began in a_ waterpower- 
operated shop at Wallingford, Vt., 
where in 1830, Lyman Batcheller 
and his sons made forks and hoes 
for farmers’ use out of steel im- 
ported from England. This build- 
ing is still standing and is known 
as The Old Stone Shop. 


company 
vice-president 
sales manager; J. C. 


vice- 
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The company now is the pro-| an important line of railway 
° 


ducer of eight major lines of 
hardware’ products including 
hammers, hatchets, axes, shovels, 
forks and hoes, hedge and prun- 
ing shears, scythes and weed 
cutters. In addition, it 


TRACY MFG. NAMES 
H. H. SOLOF AS 
GEN. SALES MGR. 
T.. E. 
and Charles 
Pittsburgh 12, Pa., 
old H. Solof as general sales 
manager. Mr. Solof will head the 
sales organization directing the 
national sales program for Tracy 


| Customized Kitchens. 


Following his release from the 
Navy at the termination of World 
War II, Mr. Solof has been 


closely associated with all phases 
of the kitchen cabinet industry. 
His new position comes as a pro- 
motion from his former position 
of sales 
division, 


manager, national ‘ac- 


counts 





HAROLD H. SOLOF 


where he_ has| 


is one | 
of the largest makers of fishing| United States and in a world- 
rods and golf shafts and produces | wide export market. 


| 


| 
| tract 


Dela Court, president, | 
Wiener, executive | 
vice-president of Tracy Mfg. Co., | 
have an- | 
nounced the appointment of Har- | 


| 





| pany for 23 years and is a vice- 


| 
| 
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| track fittings. 


These products for many years | 


have been marketed under the | 


company’s registered trade mark, 
te both in the 


True Temper” 





SAMUEL M. ROLPH 


successfully handled for the past 
two years the negotiated con- 
and_ building contract 
phase of the business. 


S. F. ROLPH, GEN. MGR. 
SAGER, BARROWS DIV. 


Samuel F. Rolph has been ap- 
pointed general manager of the 
Sager and Barrows Lock Works 
divisions, it was announced 
by Calvert Carey, president of 
the Yale & Towne Mfg. Co, 
Stamford, Conn. Mr. Rolph suc: 
ceeds George J. Macklin, who has 


RE-ELECT AMERICAN 
SAFETY RAZOR 
DIRECTORS 


At the annual meeting of 
stockholders of American Safety 
Razor Corp., held recently all of 
the directors in office were re- 
elected and in addition three 
new members were added to the 
board—Louis Klein, Sidney Weil 
and Richard W. Dammann. Mr. 
Klein has been with the com- 
pany since it was organized in 
1919 and is the secretary and 
controller of the company. Mr. hardware products. — He begs 
Weil has been with the com-| his career in 1907 in the com- 

pany’s Stamford plant. During 
the First Warld War, he enlisted 
in the U. S. Navy and served for 


resigned. 

Mr. Rolph will also continue 
as general manager of Yale & 
Fowne’s Norton Door Closer Com- 
pany division in Chicago. 

Samuel F. Rolph has had more 
than 40 years experience in the 
manufacture and sale of builders 





president and director of sales. | 
Mr. Dammann is a member of | 
the firm of Dammann, Roche &| !8 months overseas. 


: A fine. advances ah valk 
Goldberg who have been the | After advanc ing through var 
attorneys for many lous manufacturing and adminis 


| trative sections of the company, 

Mr. Rolph was assigned to the 
| contract builders’ hardware sales 
| department which he headed for 


company 


years, 


WORCESTER FELT PAD acme euiihin 
OPENS TUCSON BRANCH | j, 1932. Mr. Rolph went to De 
In order to increase service to| troit to manage Yale’s automotive 
the West Coast and Texas area,|lock and hardware sales. Two 


| Worcester Felt Pad Corp. has| years later, he organized the De 


| 


plant in| treit Division of Yale & 
clase he served as general mat 


opened a_ branch Towne 


Tucson. The products made here 


| will be the same as made at their | ager. In 1947 he became general 


home plant in Worcester. Opera-| manager of the Norton Door 
tion will be under the direction of | Closer Co. Mr. Rolph is the i 
Julius E. Brauer, president and|ventor of various builders’ hard- 





| treasurer of the Worcester Corp.| ware products. 
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Walter B. Dodge Retires as Executive of 
Yale & Towne After 38 Years With Firm 


The retirement of Walter B. 
Dodge from his active responsi- 
bilities on the executive staff of 


The Yale & Towne Mfg. Co., 





WALTER B. DODGE 


wa3 announced in New York, on 
July 5, by Calvert Carey, presi- 
dent of the company. During his 
38 years of active association with 
hardware sales for Yale & Towne, 
Mr. Dodge had assisted the presi- 
dent as director of hardware sales 
since 1939, and had also held the 
positions of general sales man- 
ager of the Stamford (Conn.) 
Division, head of the Norton Door 
Closer Co. division in Chicago, 
and other hardware sales execu- 
tive posts. 

Mr. Dodge has been active in 
several hardware trade associa- 
tions including the Hardware 
Manufacturers’ Statistical Asso- 
ciation of which he has been 
president. 

Following education in Stan- 
ford public schools, Mr. Dodge 
started his business career with 
Yale & Towne by entering the 
'wo-year business training course 
at the Stamford Division. Later 
he continued his education at 
New York University evening 
school while assigned to the 
Stamford contract sales depart- 
ment. In 1923 he became man- 
ager of door closer sales and a 





year later was transferred to Chi- 
cago where he became head of 
the Norton Door Closer Co. divi- 
sion. He was recalled to Stam- 
ford in 1928, and during the next 
three years advanced to the posi- 
tion of general sales manager of 
the Stamford Division. In 1939, 
he was transferred to the com- 
pany’s executive offices in New 
York and since then has served 
on the president’s staff. 

Mr. and Mrs. Dodge will con- 
tinue to reside at 475 Whitfield 
St., Guilford, Conn., the old Ly- 
man Beecher home, built in 1770 
and purchased by the Dodges 
several months ago. 


NEW SALES MANAGEMENT 
TEAM AT WORTHINGTON 


John J. Summersby has been 
elected vice-president in charge 
of sales by the board of directors 
of Worthington Pump & Ma- 
chinery Corp., Harrison, N. J. 
Thomas J. Kehane was made as- 
sistant vice-president and general 
sales manager. 

Mr. Summersby joined the Cin- 
cinnati Works of the company in 
1916 as a student engineer. In 
1919 he was assigned to the St. 
Paul district office as a salesman 
and later was made district sales 
manager. He was manager, 
Holyoke Works Sales from 1929 





JOHN J. SUMMERSBY 
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to 1931; assistant general sales 
manager from 1931 to 1934; and 
since, assistant vice-president and 
general sales manager. 

Thomas J. Kehane joined 
Worthington in 1915 as a 14 year 
old office boy. Since then he has 
advanced through various posi- 
tions in the sales department, and 
in 1944 was appointed commer- 
cial vice-president, Pacific Coast. 
For the past two years he has 
served as Pacific Coast regional 
vice-president of the Navy Indus- 
trial Association. He is widely 
known in the public utility and 
petroleum industries. 


READING SCREW CO. 
CONSOLIDATES WITH 
AMERICAN SCREW CO. 


The American Screw Co., 
Providence 1, R. I., has an- 
nounced the consolidation of its 
wholly owned subsidiary Read- 
ing Screw Co., Norristown, Pa., 
with the parent company. The 
manufacturing, warehouse and 
sales office facilities of American 
Screw Co. will be established at 
Norristown. Management at Nor- 
ristown is under the direction of 
James F. Doherty, who has been 
with American Screw for over 
40 years. Complete stocks of 
wood screws, machine screws, 
machine screw nuts, tapping 
screws and stove bolts in both 
Phillips recess head and conven- 
tional slotted head will be manu- 
factured and warehoused at Nor- 
ristown. The sales and office per- 
sonnel will act in expediting 
shipments from the company 
plants in Providence, R. I., and 
Willimantic, Conn., when _nec- 
essary. 


HDWE. GOLF ASS’N 
FALL MEET—SEPT. 17-19 
COLORADO SPRINGS 





At the board meeting of the 
Hardware Golf Association, 621 
E. 70th Terrace, Kansas City 5, 
Mo., Dietz Lusk, secretary, has 
announced the date and place 
for the fall meeting was approved. 
The meeting will held at 
troadmoore Hotel, Colorado 


be 


' Springs, Colo., Sept. 17-19. 





CORONA CLIPPER NAMES 
SALES DIRECTOR 
Freeman Kirwin, until recently 
advertising manager of the 
S & M Lamp Co., Los Angeles, 





FREEMAN 


KIRWIN 


has been appointed sales mana- 
ger of the Corona Clipper Co., of 
Corona, Calif., manufacturers of 
a complete line of pruning tools. 

Mr. Kirwin formerly was ad- 
vertising and sales manager of 
the Plomb Tool Co., Los An- 
geles. 

Immediate plans call for an 
extensive increase in the distri- 
bution and coverage of Corona 
tools. The company recently an- 
nounced its newly augmented 
line of postwar tools which now 
includes pruners, shears, loppers 
and clippers as well as picking 
ladders and bags and pole pick- 
ets. 


ELECT R. B. PAULL 
PRESIDENT EARLE 
HDWE. MFG. CO. 


| At a special meeting held re- 
cently, Charles L. Heizmann re- 
signed as president of the Earle 
Hardware Mfg. Co., and _ will 
serve in the future as chairman 
of the board of directors. The 
following officers were elected: 
Ralph B. Paull, president; Con- 
rad S. Yuill, vice-president and 





general manager; Yuill Heiz- 
mann, secretary, and R. Jack 
Paull, treasurer. 

For several years Ralph B. 





| Paull has functioned as general 
| manager and treasurer. 
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Keen edges last longer, cut easier and more freely. 


. Precision screw design assures effortless boring. 

. Uniform twist assures positive chip clearance. 

. Quality forged tool steel gives maximum strength. 

. High polish finish increases sales appeal. 

. Individual testing and inspection permits uncondi- 


tional guarantee. 


These rigid standards of Snell craftsmanship are: 


the result of 158 years of experience in the manu- 
facture of Solid Center Auger Bits, Ship Augers, 
Car Bits, Expansive Bits and all Wood Boring Tools. 


"Sell Suelt Setter Goring Site" 





MANUFACTURING 
COMPANY 


Worcester 1, Mass. 
Factory, Fiskdale, Mass. 





| 


| 





G. C. Dittmar Elected President of Texas 
Wholesalers at Annual Convention 


The 53rd annual convention of 
the Texas Wholesale Hardware 
Association held June 17, 18 at 


the Plaza Hotel, San Antonio, 


| 


| 


| 


| 


| 


of the 
| were held Friday afternoon and 


Tex., was attended by about 495 
people. An open meeting was 
held Friday morning the 17th, 
for wholesalers, factory represen- 
tatives, ladies and other guests 
followed by the 13th annual meet- 
ing of the Texas Hardware Boost- 
ers Club; and executive sessions 
wholesalers’ association 


| Saturday morning. 


Harry L. Whitney, director of 


| sales, Nicholson File Co., Provi- 


dence, R. I., the _ principal 
speaker, spoke on “Selling—A 
Profession of Prime Importance.” 
In addition to demonstrating the 


| importance and dignity of selling, 


| 


Mr. Whitney provided most logi- 
cal reasons why the people of our 


| country should be anything but 





pessimistic over prospects of the 
future. He quoted facts and fig 
ures to refute the talk of some, 
that it will be difficult to avoid 
another depression in the not too 
distant future. 

H. F. Seymour, president of 
Columbian Vise & Mfg. Co., 
Cleveland, and president of the 
American Hardware Manufactur- 
ers Association, spoke on “Pric- 
ing for Profit Under Today’s Con- 
ditions.” In a unique manner, 


| he traced a ton of iron ore from 


mine to mill, pointing out the 
various wages involved en route. 
He gave comparative prices of 
wages, materials, and stated that 
in his opinion, prices are not 
high, when all of the factors 
which go into making prices are 
taken into consideration. 

He said: “Management should 


| take a more positive and aggres- 
| sive attitude, and sell the justice 


of today’s selling prices, which 


| have been forced by conditions 


beyond their control. Relatively, 
prices are not high; in reality, 


| they are low—and, I am happy 


| 
| 
| 


| 
| 


to say, that there are some con- 
cerns that are selling this idea.” 

Topics discussed at the whole- 
salers’ closed sessions included 
“The Importance of Proper Credit 
Supervision,” “Returned Goods,” 
“Stock Control,” “Wholesaler’s 


Printing Problems,” “Selling Mer- 


| 


| 


| 





| 
| 


\ 


| chandise for Future Shipment,” 


and “Surplus Stocks of Merchan- 
dise.” The remainder of these 
sessions was devoted to commit- 
tee reports, election of officers 
and other discussions. 


Entertainment included ladies’ 


luncheons both days, with the 
wholesalers as host. The Boost- 





ers were hosts for the following; 
cocktail party, dinner and dance 
Friday evening; cocktail 
buffet supper, floor show and the 
presentin™ of golf awards Satur. 
day night. The annual Golf 
Tournament was played at Wil. 
low Springs Golf Course Thurs. 
day, Friday and Saturday. 

New officers and executive com- 
mittee members elected by the 
Texas Wholesale Association are: 
president, Gus C. Dittmar, gen- 
eral manager of San Antonio 
Machine & Supply Co., Waco; 
first vice-president, David B, 
Nash, Nash Hardware Co., Fort 
Worth; second vice-president, E. 
D. Peden, Peden Iron & Steel 
Co., Houston; secretary-treasurer, 
Nat M. Johnson, Pearsall (re- 
elected) ; executive committee— 
Hollis E. Colemere, Sr., San An- 
tonio, retiring president, chair- 
man; J. W. Barnes, Higgin- 
botham Hardware Co., Waco; E. 
W. Pipkin, Amarillo Hardware 
Co., Amarillo, and Stanley Rob- 
erts, Jr., Sherman. 

The Texas Hardware Boosters 
Club elected the following: presi- 
dent, Paul H. Bowen, Dallas; first 
vice-president, P. H. Speaker, 
Jr., Dallas; second vice-presi- 
dent, Ed M. Luther, Dallas; sec: 
retary-treasurer, Nat M. Johnson, 
Pearsall (re-elected) ; executive 
committee — Charles ,W. Me 
Knight, Dallas (chairman): C. 
Earl Stafford, San Antonio: Joe 
M. Jackson, Houston; Charles F. 
Lanter, Fort Worth; and the 
four officers; advisory board—C. 
B. Hasford, Dallas, retiring presi- 
dent (chairman); Karl E. Hor 
mann, Dallas; Frank B. Johnson. 
Oklahoma City; Warren F. Ward. 
Dallas; and C. L. Peterson. 
Bridgeton, N. J.; and past presi 
dents M. E. Reid and Dewes 
Godfrey, both of Dallas. 


TWO APPOINTED TO 
EKCO HOUSEWARES 
SALES DEPT. 


The recent appointment # 
Meyer Ragir and Maurice Cost 
man to the staff of Ekco Prot 
ucts Co.’s housewares sales de 
partment has been announced bs 
Frederick Keller, vice-presidet! 
in charge of housewares sale 
The company’s headquarters af 
at 1949 N. Cicero Ave., Chicago 


party, 
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HOBART C. RAMSEY 


H. C. RAMSEY ELECTED 
WORTHINGTON PUMP 
PRESIDENT 


Hobart C. Ramsey, new Worth- 
ington president, joined Worth- 
ington Pump & Machinery Corp. 
in 1920, after serving in World 


War I as a lieutenant com- 


mander. His first position with 
Worthington was as a sales engi- 
neer in the export department, 
becoming manager of that de- 
partment in 1922. From 1925 to 

1937 he served successively as 
assistant general sales manager, 
vice president in charge of in- 
temational business, and vice 
president in charge of engineer- 
ing and manufacturing opera- 
tions, including seven years in 
Europe with Worthington’s for- 
eign operations. In 1945, Mr. 
Ramsey was elected executive 
vice president, and now succeeds 
Clarence E. Searle as president. 
Mr. Searle has been named vice 
chairman of the board of direc- 
tors, 

His association activities in- 
clude past president and chair- 
man of the Navy Industrial As- 
ciation; a director of National 
Association of Manufacturers; 
chairman of Committee on Pat- 





E. J. SCHWANHAUSSER 








| CLARENCE E. SEARLE 


lents and Research of N.A.M.; 
chairman of the Panel on Me- 
chanical Equipment of the Re- 
search and Development Board of 
the National Military Establish- 
ment. 

Succeeding Mr. Ramsey as ex- 
ecutive vice president is Edwin 
J. Schwanhausser, vice president 
in charge of sales since 1945, 
when he was transferred from 
Buffalo Works. He started with 
Worthington in 1915 as an engi- 
neer at the Harrison Works and 
has served successively as assis- 
tant manager at Harrison Works, 
manager of Buffalo Works, and 
he was appointed a vice presi- 
dent in 1939. 


DONALDSON RESIGNS 
AS FINANCIAL V.P. 
BUTLER BROTHERS 


surer and director of the com- 
pany on or before the end of the 
current year. 

Mr. Donaldson is remaining in 
his present capacity at the spe- 
cial request of Messrs. Herber- 
ger and Prall until the com- 
pany’s program for developing a 
more selective wholesale mer- 
chandising and selling operation 
has been further advanced. 

Mr. Donaldson has been finan- 
cial vice-president, treasurer and 
director of Butler Bros., since 
1940. For eight years prior to 
1940, he was controller, and vice- 
president and controller of Mont- 
gomery Ward. It is planned 


| that J. H. Schwarten now con- 


troller of Butler Bros., will be 
elected treasurer. He has been 


| with Butler Bros. for more than 
114 years and has held key posi- 


tions in the financial division, 
under Mr. Donaldson’s supervi- 





sion for the past nine years. 
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The 3rd wheel 

drive is the reason 
it outperforms 
any other... 





B. R. Prall, president of But- | 
ler Bros., announced recently | 
that J. A. Donaldson will resign | 
as financial vice-president, trea- | 





BECAUSE it allows you to 


cut flush with any obstacle. The 
the cutting 
reel to be way forward between 
the free-wheeling side wheels 
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SELF-PROPELLED 
POWER MOWER 











: a 
BECAUSE ;, «). 


lows amazing maneu- 


verability lift 
3rd wheel off ground 
2 side wheels are 
free-wheeling - you 


can turn on a dime! 





BECAUSE you need no controls, By 
merely lifting the 3rd wheel off the 
ground you stop forward motion and 
can turn or back while still cutting 


WRITE FOR 
FURTHER 
INFORMATION 


Mfg. by 


Southern Metal Stamping Co., Inc. 


New Orleans, La. 








NAME TWO WHIRLPOOL | 
REGIONAL SALES MGRS. 


The appointment of two Whirl- 
pool regional sales managers as 
part of its stepped up sale cam- 
paign for Whirlpool home laun- 
dry equipment has been an- 
nounced by the Nineteen Hun- 
dred Corp., St. Joseph, Mich. 

The appointments cover the 
northeast and central territories, 
recently created when the man- 
ufacturer of electric washers re- 
organized its distribution setup. 

Those named are John M. 
Crouse to head the Northeast 
territory and Charles G. Mason 
in the Central area. 

Mr. Crouse will operate from 
Gettysburg, Pa., 
covering New England, Eastern 


headquarters, 


| 





JOHN C. CROUSE 


New York, and south to the vi- 
cinity of Washington, D. C. Be- 
fore joining Nineteen Hundred 
he was district sales manager for 
Roberts & Manders, stove manu- 
facturers. 











CHARLES G. MASON 


Mr. Masi n, with headquarters 
in South Bend, Ind., will cover 
the Central States from Southern 
Kentucky north to the Canadian 
border, and the area from Central 
Missouri to Eastern Kentucky. 
Ile was a district sales manager 
with Bendix before entering the 
Whirlpool program. 


AMPCO TWIST DRILL 
IN GREENFIELD, MASS. 


The Greenfield Tap & Die 
Corp. announces the removal of 
its Ampco Twist Drill manufac- 
turing facilities from Jackson, 
Mich., to Greenfield, Mass. Ac- 
tual moving is now under way 
and is expected to be completed 
by Sept. 1. 

The corporate structure of the 
Ampco Twist Drill Corp. has 
been dissolved and all assets 
transferred to Greenfield where 
a complete drill making estab- 
lishment is being set up. 

Frank J. Sikorovsky, president 
and general manager of the for- 
mer Ampco Twist Drill Corp., 


becomes a vice-president and di- 
/ 


| rector of the Greenfield Tap & 
| Die Corp. 

| The Ampco sales organization 
will continue as an independent 
unit, also with headquarters in 
| Greenfield. All drills, reamers 
| and end mills made up by this 
| division will continue to be dis- 
tributed under the name of GTD- 
Ampco. 


M. R. WARDEN ASS’T 
GENERAL MANAGER 
REMINGTON ARMS 


C. K. Davis, president and gen- 
eral manager, Remington Arms 
Company, Inc., Bridgeport, Conn., 
announced the appointment of 
vice-president Maxwell R. War- 
den as assistant general man- 
ager at a meeting of the board 
of directors. 

Mr. Warden was advanced 
from the position of director of 
production to a vice-presidency 
in 1948. Prior to joining Rem- 
ington in 1941 as works manager 
and resident engineer in charge 
of design and construction of the 
Utah Ordnance Plant for the 
U. S. Government, he had 18 
years experience in engineering 
capacities with E. I. du Pont de 
Nemours & Co., Inc. 

During the war he had super- 
vision over four plants and_fifty 
thousand employees, and under 
his direction, these facilities 
established outstanding records 
in small arms ammunition pro- 
duction. 


CUNNINGHAM SALES CO. 
FORMED IN N. Y. 
Cunningham Sales Co., 83 
Chambers St., New York City 7, 
has announced that it is inter- 
ested in receiving catalogs and 

















il 


Liane 


THE ANNUAL SALES MEETING of the B. F. Gladding Co., Inc., South Otselic, N. Y., 


was held at the company’s plant recently. At the three-day convention, Mrs. B. A. 


Cole- 


man, vice-president in charge of sales, announced that Gladding products would be soon 
fair-traded in all states where fair-trade laws exist; the company would introduce this fall 
a new, utilitarian-type of package for bait and flycasting lines and Gladding’s 1950 adver- 
tising and merchandising promotion will be the biggest in the company’s history. In addi- 


tion, Gladding will introduce a new 1950 catalog of all products. 


During the meeting, 


Gladding’s salesmen were conducted through the company’s modernized plant and shown 
the newest techniques in line manufacture, including the company’s latest process for heat- 
stressed nylon. Among the executives who attended the meeting were, left to right, front 


row: Mrs. Catherine Martin, assistant treasurer; 


Mrs. B. 


charge of sales; and Murray Angell, president. 
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Coleman, vice president in 





W. M. CAMERON 


W. M. CAMERON CENTRAL 
DIV. SALES MANAGER 
FOR CONTINENTAL CAN 


W. M. Cameron, formerly vice 
president and general manager 
of the Continental Overseas Corp., 
a wholly-owned Continental Can 
Co., 100 E. 42nd St., New York 
City, subsidiary, has been ap 
pointed Central division sales 
manager of the parent company. 

Mr. Cameron brings to his new 
position an extensive background 
in the can industry. For more 
than 10 years he was active in 
the management of the Cameron 
Can Machinery Co. and was vice 
president in charge of sales when 
that company was purchased by 
Continental in 1944. 

Since the end of the war, Mr 
Cameron has devoted much of his 





Univers 
Div. Se 
Landers, 
Britain, Co 
complete si 
tric and pe 
ance headq 
organizatior 
a new Uni 
tric Applia: 
ing to B.C. 
Included 
are Univers 
ers, waffle ii 
table stoves 
fee makers, | 
ranges and 
grouped toge 
portability 
wholesale an 
Mr. Neece s: 
R. M. Oliv 
dising mana; 
new portabl 
division, is e' 
pany’s belief 
and retailer ; 
spected partr 
turer in mov 
tory to cons 
portable elec 
chandising p 
distributor-de 
will stress p1 


THE 


<< «, 





lime to assisting Continental’ 
European associate companies 


with post-war problems. 


COAST-TO-COAST STORE 
PLAN EXTENSIVE 
EXPANSION PROGRAM 


Coast-to-Coast Stores, Centr 
Organizations, Inc., Minneapolis 
Minn., has announced the opet 
ing of offices in the Merchandix 
Mart Building, Chicago, as! 
first step in an expansion pit 
gram which has been _planne 
for some time. 

Maurice L. Melamed, sect 
tary and treasurer of the cot 
pany, said, “Plans for our & 
pansion program also provide ft 
the establishment of a Chicaf? 
| warehouse, which we believe 
enable us to render better servi 
to the new Coast-to-Coast Stor 
which we contemplate will * 
opened.” 

There are, at present, 3 
Coast-to-Coast Stores operating® 
| 14 Northwest states. The orga 
| zation is a voluntary merchand® 
| ing chain with each store ind? 
| pendently owned. It is now # 


} 


| its nineteenth year. 
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Div. Separates Non-Electric Units From Elec. 


Landers, Frary & Clark, New 
Britain, Conn., has announced a 
complete separation of non-elec- 
tric and portable electric appli- 
ance headquarters and field sales 
organizations and the forming of 
a new Universal Portable Elec- 
tric Appliance Division, accord- 
ing to B. C. Neece, vice president. 

Included in the new division 
are Universal irons, toasters, mix- 
ers, waffle irons, sandwich grills, 
table stoves, heating pads, cof- 
fee makers, Cookamatics, Bantam 
ranges and electric blankets, 
grouped together because of their 
portability and similarity of 
wholesale and retail distribution, 
Mr. Neece said. 

R. M. Oliver, general merchan- 
dising manager and head of the 
new portable electric appliance 
division, is emphasizing the com- 
pany’s belief in the distributor 
and retailer as important and re- 
spected partners of the manufac- 
turer in moving goods from fac- 
tory to consumer. “Universal’s 
portable electric appliance mer- 
chandising program will be a 
distributor-dealer program and 
will stress product training and 





point-of-purchase sales assistance 
to help the retailer take full ad- 
vantage of national advertising 
and other promotional effort. 
“Plans for an expanded factory 


sales organization are well under- | 


way,” Mr. Oliver said. 
managers and salesmen formerly 
handling both non-electric and 
portable electric appliance prod- 
ucts will now have only one or 
the other of the two lines to sell. 
A great many new men are being, 
employed and will be trained at 
the factory before assuming field 
responsibilities. 


HAGER HINGE NAMES PA. 
DISTRICT SALES HEAD 


C. Hager & Sons Hinge Mfg. 
Co., St. Louis, Mo., has named 
Arthur H. Campbell as sales rep- 
resentative in its Pennsylvania 
territory. Mr. Campbell was for- 
merly associated with the con- 
tract hardware sales division of 
the P. & F. Corbin Co., Hart- 
ford, Conn. During the war he 
served aboard the U. S. S. Duch- 
erses which participated in the 
Okinawa assault. 


| 





District | 


Universal Forms Portable Electric Appliance | 











JOHN F. KEGLEY 


KEGLEY TO REPRESENT 
VLCHEK TOOL COMPANY 


John F. Kegley & Son, with 
offices located at 1522 Glendale 
Blvd., Los Angeles, 26, Cal., have 
been appointed West Coast and 
Inter Mountain State representa- 
tives of the Vichek Tool 
Cleveland, Ohio. 

Jonn F. Kegley founded the 
business in Ogden, Utah, in 1911 


Co., 





| 





| Oregon, Washington, 
| Idaho and Wyoming. 
| 


and moved to California in 1915. | 


His son, John G., joined the or- 





ganization in 1931, becoming a | 


JOHN G. KEGLEY 


partner in 1934. The Kegley or- 
staff of 


wholesale 


ganization maintains a 


salesmen calling 
hardware firms in the 11 Western 
States. 


on 


John G. Kegley covers south- 
ern California, the states of Ari- 
zona and New Mexico, and El 
Paso, Texas. Wirt B. King covers 
Montana, 
Elmer G. 
Sammann covers northern Cali- 
fornia and the States of Nevada, 
Utah and Colorado. 


THERE'S NOTHING BUT PROFIT IN THE AIR! 





finished . . 


“smog''-free, pollen-free air in gentle, draftless 


circulation. Patented filter 


gauge metal backed with screen-wire cloth. Four 
sizes to fit all windows! Priced for sure volume, 


too, 






HARTVILLE, 


.. . with SCHUMACHER'S all metal 


It's easy to sell the ORIGINAL Filter Ventilator! 
Here's why: it's durable, adjustable, handsomely 
. and designed to assure dust-free, 


element 
thoroughly, makes for healthier living! Heavy 


Five sizes, re- 
tailing for as 
little as 


5 f.25 


rinses air 
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voctresmen 49C 
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centage! 


. . . and the original 


An exclusive Schumacher feature . . 
“REDDY-LOC” ... 
the popular LOUVER-VENT better than ever! 
Watch that ventilator volume soar when the 
redesigned, adjustable LOUVER-VENT hits the 
counters, complete with "REDDY-LOC", the 
position safety fastener and the colorful, de- 
scriptive product label, too! New low prices 
assure you of record volume, top profit per- 
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. the 
is back again and makes 


for sixty years manufacturers of quality household screens and ventilators 
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JOIN FORCES 


Parker and Ackermann, Steffan 
(Trojan Brand) 


With pride we announce the acquisition of 
Ackermann, Steffan & Co., manufacturers of the 
famous, high quality Trojan Brand Saw Blades and 
Saw Frames—“the World’s Quality Standard’ —effec- 
tive June 20, 1949, to be known as Ackermann, 
Steffan Division of Parker Manufacturing Company. 

You have long known Ackermann, Steffan as 
headquarters for Trojan Brand Saw Blades and 
Frames, just as Parker has always led the field as 
Hack Saw Headquarters. The entire Trojan line of 
miniature saw blades is the largest and most com- 
plete in America. Under Parker ownership and 
direction, Trojan Brand leadership will be fully 
maintained on all products; Coping, Jig, Power 
Machine and Jewelers’ Saw Blades; Coping, Jewelers’ 
and Scroll Saw Frames. 

Manufacture of all Ackermann, Steffan products 
will continue until further notice at the Chicago plant 
—4532 Palmer Street, Chicago 39, Illinois. 





W'O FAMOUS NAMES 





Fuy te! Parker |G 


PARKER MANUFACTURING CO 


WORCESTER 
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1, MASS., U. 


S. A 
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Toy Guidance Exhibit Shows Lower Prices, 
More Quality and Better Materials in Toys 


The third annual Special Toy 
Preview for the press was held 
recently at the Toy Guidance Ex- 
hibit, 1124 Broadway, New York 
City. 

This annual event, devoted to 
the presentation of new play 
equipment, most of which will be 
seen on the counters of the na- 
tion for the first time between 
now and Christmas, was arranged 
exclusively for members of the 
press. Approximately 500 items, 
representing prime creations of 
300 manufacturers in the United 
States were included. 

All of these toys were selected 
on the basis of safety, play ap- 
peal, durability and functional 
advantages that aid the develop- 
ment of children through play. 
All articles on exhibit were 
designated as to age range suita- 
bility as well as play purpose. 
No items which are not actually 
in production were shown. 

Melvin Freud, president of Toy 


Guidance Council, Inc., which 
sponsors the Exhibit, states that 
leading manufacturers have dem- 
onstrated their disposition to give 
the public the utmost in dollar 
value this season. Quality in de. 
sign and materials as well as pro- 
duction is even better than it was 
last year, but prices, in many in- 
stances, have been lowered. 

Trends this year indicate a re- 
turn to interest in puppets. West- 
ern cowboy equipment including 
spurs, hats, belts as well as guns 
and holsters are extremely pop- 
ular. Scale models of cars and 
farm machinery are more realistic 
than ever before and the use of 
dry cell batteries for their opera- 
tion, for purposes of safety, has 
become quite general. Many of 
the newer playthings this year 
employ permanent magnets for 
motivating action, and this prin- 
ciple has been ingeniously ap- 
plied to craft items as well as 
games and action toys. 





HARMIC ACQUIRES 
P. WALL MFG. CO. 


The principals of the Harmic 
Mfg. Co., Somerville, Mass., | 
have signed agreements to ac-| 
quire the assets of P. Wall Mfg. 
Co., Grove City, Pa. The move 
paves the way for the merchan- 
dising of one of the oldest lines of 
heavy duty blow torches, firepots, 
linemen’s supplies and industrial 
oil cans for which the Wall com- 
pany is known. 

The Wall Company was 
founded during the final year | 
of the Civil War. 


The principals of Harmic have 
been connected with the blow 
torch and soldering iron indus- | 
try for almost 20 years. Accord- 
ing to Mr. Silverman, no other | 
company actually manufactures | 
such a complete line of solder- | 
ing equipment. Plans are already 
underway for more active pro- | 
motion and sales of blow torches, 
firepots, electric soldering irons, 
solder, etc., under the new com- 
bination. 








Present plans call for the con- 
tinuation of both businesses un- 
der the Wall name with certain | 
products to be sold under the | 
trade name of “Harmic.” Mer- | 
chandising and sales policies of 
selling through wholesalers only 
will be continued. 

Mr. Silverman will handle all 
sales while Harry H. Sherman 
will handle production and Hy 
Liberman will handle general 
office administraiton. The gen- 





eral offices and production facili- 
ties will be combined at the 
50,000 square foot plant at Grove 
City, Pa. 


DWIGHT MYERS JOINS 


SWAN RUBBER CO. 
The Swan Rubber Co., Buey 
rus, Ohio, has announced the 


appointment of Dwight Myers to 
its western sales organization. 
Mr. Myers formerly had_ been 
with the Thermoid Rubber Co, 





DWIGHT MYERS 


fer the last 20 years. In the past 
several years he has been mid: 
western manager with headquat 
ters in Chicago. The territory 
Mr. Myers will cover for Swat 
Rubber will include several mid 
western states. 
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R. E. GRIMES RESIGNS AS 
OUR OWN HDWE. PUBLIC 
RELATIONS DIRECTOR 
The resignation of R. E. 
Grimes as manager of the Public 
Relations Department of Our 


4 





R. E. GRIMES 


Own Hardware Company, Minne- 
apolis, Minn., dealer - owned 
wholesale house, has been an- 
nounced by S. P. Duffy, presi- 
dent. 

Mr. Grimes headed the depart- 
ment since it was founded last 
year and was editor of the Our 
Own Hardware News, the com- 
pany house organ. Formerly with 
the WPB, he joined the firm in 
1945. Prior to the war, he was 
associated in sales promotional 
capacities with the General Tire 
& Rubber Co., and an eastern 
hardware chain. 

Succeeding Mr. Grimes will be 
Mrs. Sally Osheim of the public 
relations department. Mrs. Os- 
heim, who joined the firm in 
1948, formerly operated an Our 
Qwn store in Hillsboro, N. D. 





tions affecting the manufacture | 
and sale of locks, door closers, | 
builders’ hardware and tri-rotor | 
pumps, until a general manager | 


of the Stamford division is ap- 
pointed. 





J. W. DUNBAR ADVANCED 


BY G.E. REFRIGERATOR 


J. W. Dunbar, who was for- 
merly in charge of advertising 
and sales promotion of General 








Electric refrigerators and home 
freezers, has been 
supervisor of sales planning and 


| merchandising for the company’s 


| 
| 
| 
| 
| 


household refrigerator division. 
He is succeeded by Fielding 
Chandler, who previously was re- 


appointed | 


sponsible for dealer sales of re- | 


frigerators and freezers. 

Mr. Dunbar joined General 
Electric in Cleveland in 1917, 
and since 1920 has served in 3 
number of advertising and pro- 
motion capacities for the com: 
pany’s major appliances. 


Mr. Chandler has been con- 
nected with G. E. refrigeration 
merchandising and advertising 


since 1927. 
THREADWELL TAP & DIE 
BUYS CONANT & 


DONELSON 
Purchase of the Conant & 
Donelson Co., Conway, Mass., 


has been announced by Paul W. 
Polk, vice-president and manager 
of the Threadwell Tap & Die 
Co. Production has been trans- 
ferred to the plant of the latter 
company at Greenfield, Mass. 

One of Conant & Donelson’s 
principal items is an improved, 
replaceable, adjustable chaser 
collet type die. The trade name 
“Reliable” has been identified 
with Conant & Donelson prod- 
ucts for many years. 

Louis Polk is president of the 


J. B. WILLIAMS RESIGNS | Threadwell Tap & Die Co., Paul 


AS YALE & TOWNE | 
STAMFORD, DIV. MGR. | 


The resignation of J. Bryan 
Williams, Jr., as general man- 
ager of the Stamford division 
of The Yale & Towne Mfg. Co. 
was announced recently by presi- 
dent Calvert Carey. 

Mr. Carey also announced that, 
pending the appointment of a 
general manager to succeed Mr. 
Villiams, O. G. Schwenk, vice- 
president in charge of produc- 
tion, will also temporarily be in 
charge of the management of the 
Stamford Division. 

Mr. Schwenk will divide his 
me between the corporation’s 
‘xecutive offices in New York 
where he coordinates the manu- 
facturing activities of all Yale & 
Towne plants, and Stamford 
where he will direct all opera- 





ager, 


W. Polk vice-president and man- 
and Carl J. Linxweiler 
general sales manager. 


NAME ASS’T. TO MGR. 
OF SALES GENERAL ELEC. 
CONST. MATERIALS DEPT. 


John A. Kelly has been named 
assistant to the manager of sales 
for the construction materials de- 
partment of the General Electric 
Co., Bridgeport, 2, Conn., it was 
announced recently. 

Mr. Kelly joined the General 
Electric Co. in Bridgeport in 
1948 as a methods analyst in the 
appliance and merchandise de- 
partment. In 1949 he was trans- 
ferred to the procedures division 
of the construction materials de- 
partment, the position he held 
until his recent appointment. 





NEW PROFIT 


MAKER! 





counter top revolving 
tool merchandiser 





Now you can install a complete tool department in 
one compact P & C merchandising unit. The 110 JR 
unit illustrated consists of eight popular junior dis- 
plays in a sturdy revolving stand 3 feet in diameter, 
with a flashing plastic sign. 
Tools displayed cover 75% of the volume possible 
with a complete set of large displays and yet reduce 
your tool investment 50%. 

This merchandiser assembles quickly with no cut- 
ting or fitting; it revolves easily and cannot be 
spilled. Space for literature and gift sets is provided. 


Attractive natural wood finish with blue back- 
ground. Net cost for the stand complete with an 
illuminated flashing sign is $14.75 when ordered 
with set of Junior Displays. 


Order the latest in tool merchandising today from 
your P & C Distributor. 


Write for descriptive circular SD-10-A and complete 
catalog of P & C Tools . . . the Profit line. 


P&C HAND FORGED TOOL CO. 


Box G, Milwaukie P. O., Portland 2, Oregon 
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J. A. BILLINGS 


CHET MOORE WINS GOLF 
TROPHY AT CENTRAL 
STATES HDWE. PARTY 


The Central States Hardware 
Club, Chicago, held its 11th an- 
nual golf party Thursday, June 
23, at the Tam O’Shanter Country 
Club in Chicago. Seventy-two 
members and guests played golf 
and 130 had lunch and dinner. 
The Club Cup was won by C. J. 
(Chet) Moore, Southern Screw 
Co. with a score of 71, which was 
first low net. Other leading 
scores were a3 follows: 

First low gross—77—I. J. Olm- 
stead, Ed Hines Lumber Co.; 
second low net—72—A. L. Mar- 
tinson, E. C. Atkins & Co.; second 
low gross—83—T. Mulligan, 
Clark & Barlow Hardware UCo.: 
third low net—73—C. Neal, Tur- 
ner, Eclipse Lawn Mower Co.: 
third low net—73—Steve Burritt, 
Starline, Inc.: third low gross— 


84—W. L. Hochschild, R. E. 





| 


|} enth low net—77 


BEN LEVE 


Dietz Co.; third low gross—84— 
John Dau, Hibbard-Spencer-Bart- 
lett & Co.; fourth low net—74— 
John D. McCue, Ed Hines Lum- 
ber Co.; fourth low net—74—A. 
A. Beaufils, H. Channon Co.; 
fourth low net—74—J. Olewicki, 
Wakeford Hardware Co.: fourth 
low net—74—H. T. George, Am- 
erican Chain & Cable Co.; fourth 
low net—74—A. E. Clausen, 
Eclipse Lawn Mower Co.; fourth 
low gross—85—Dwight L. Mey- 
ers, Thermoid Rubber Co.; fifth 
low net—75—W. M. Parker, 
Columbian Rope Co.; fifth low 
net—75—John G. Pacan, Corbin 
Screw Division; fifth low net—75 
—W. M. Hall, The Paine Co.; 
sixth low net—76—J. F. Ansink, 
American Chain & Cable Co.: 
sixth low net—76—John Pritzlaff, 
Pritzlaff Hardware Co.; sixth low 
net —76—Oscar FE. Foerster, 


Frankfurth 





Hardware Co.: sev- 


G. S. Culver, 








ANDREW M. MEYERS 


Richards-Wilcox Mfg. Co.; sev- 
enth low net—77— Matt D. 
Sporer, Yale & Towne; seventh 
low net—77—W. R. Rezek, Lam- 
son & Sessions Co.; eight low net 
—78—John A. Gabel, Hibbard- 
Spencer-Bartlett & Co.; eight low 
net—78— Stan B. Hanssen, Han- 
son Scale Co.; and eight low net 
—78—Wnm. F. Schmidt, Yale & 
Towne Co. 

The committee in charge of the 
party included: Frank J. Koch, 
McKinney Mfg. Co., general 
chairman; Rollin B. Plumb, Eagle 
Lock Co., entertainment; Geo. H. 
Beaudin, J. Wiss & Co., E. J. 
Flood, American Chain & Cable 
Co., foursomes; A. J. Eggleston, 
Richards-Wilcox Mfg. Co., scor- 


| ing: J. A. Billings, Payson Mfg. 


| Carborundum Company, 
| tary; 


Ben Leve, The 


secre- 


Co., treasurer: 
and Andrew M. Meyers, 
General Hardware Co., president 
& toast master. 





APPOINT TWO G. EF. 
DIVISION SALES MGRS. 


James E. McCarthy and James 
F. Stark have been appointed 
sales managers of the General 
Electric Co.’s automatic blanket 
and sunlamp division and fan 
division, respectively. 

Mr. McCarthy, who has been 
sales manager of the automatic 
blanket section since 1945, will 
in his new capacity be respon- 
sible for the sales of his divi- 
sion’s entire line of products, in- 
cluding blankets, heating pads, 
portable heaters, heat lamps, 
sunlamps and footwarmers. 

As sales manager of the fan 
division, Mr. Stark succeeds 
Frank A. Stortz, who recently re- 
signed to become traffic appli- 
ance sales manager of the Gen 
eral Electric Supply Corp., San 
Francisco. Mr. Stark was for- 
merly sales manager of the sun- 
lamp and heater section of the 
automatic blanket and sunlamp 
division. 

Mr. Stark joined General 
Electric in 1937 and served suc: 
cessively as heating device sales 
representative in Philadelphia, a 
member of the general purchas 
ing office in Washington, traffic 
appliance representative in Kan- 
City and local appliance 
sales manager in Omaha. He 
was appointed to his recent sun- 


sas 


lamp and heater position in 
1948. 
Mr. McCarthy came to Gen- 


eral Electric in 1928 and served 


| as heating device and sunlamp 
| specialist in the New York area 


until 1943, when he went to Bo: 


| ton as a materials expediter. 








CAMPBELL HARDWARE & SUPPLY CO., wholesalers, 108-110 First Ave., S. Seattle 4, Wash., has recently announce? 
that its new building is about completed and will be occupied by Sept. |. 
of three days duration, during which an industrial tool exposition will be held, Sept. 14, 15 and 16. Shown above on the 
left is the weather-sheltered loading platform. This loading, receiving and bulk storage area has a floor space in excess 0 
10,000 sq. ft. and is equipped with railroad trackage. The display floor, in the center of the above picture, is largely 


The company plans entail an official opening 





a day-light area of 7,000 sq. ft., void of posts. The right-hand section of the building is two stories plus a basement, which 


in the rear, is served with ground-floor entrance facilities. 


This section supplies a warehouse area of 35,000 sq. ft. There 


is also a large office space and a pent house which will serve as a lunch-room and meeting hall. The location is at Airport 
Way and Spokane St., and the ground area covers four and a half acres which provides a parking space to accommodate 


in excess of 100 cars. 
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Universal he was associated with DEALERS ELECT 
| Lewis & Carnell, Philadelphia 
| distributor, as a salesman, and 
| with the Pennsylvania Railroad 


in New York. 


| ; 3 area. Prior to his connection with | LOUISIANA-MISSISSIPPI 


At the recent joint annual con- 
vention of the Louisiana Retail 
Hardware Assn. and the Missis- 
sippi Retail Hardware Assn., of- 
_—_ | ficers were elected for both 


| INDEPENDENT PNEUMATIC | £1"? Pomowing ase = new 
| TOOL RELOCATES FOUR IssissIppl associations othcers: 


president, V. W. Logan, Missis- 
SALES, SERVICE BLDGS. sippi Hdwe. Co., Vicksburg: vice 


New factory branch sales and} president, J. P. Metcalf, Kim- 

| service buildings in Chicago,| brough Hdwe. Co., Indianola; di- 
New York, Pittsburgh and To-! rectors, H. D. Young, Bruce; J. 
| ronto, Canada, have been con-| R. Turner, Louisville: W. P. Per 
| structed recently by Independent | kins, Senatobia: J. D. Reynolds, 
Pneumatic Tool Co., Aurora,| Tupelo, and W. E. Howard, Jr., 








| Tl. Laurel. 
J. J. DIEMENTE 0. H. HANSEN The four new buildings, re-| The Louisiana group elected 
| placing previous office sites in| as follows: president, C.F. 
UNIVERSAL PORTABLE | Mr. McLaughlin, who was for- | the same cities, are completely | Averette, Averette Hdwe. & Paint 
ELEC. DIV. APPOINTS merly general manager, blanket | equipped service stations. Co., Baton Rouge; vice-president, 


THREE DISTRICT MGRS. | division of Proctor Electric Co., The Thor Chicago branch! J. A. Sibley, Sibley’s Hdwe., Bos- 
Philadelphia, Penna., served in | building, largest in the com-| sier City: director, Walter D. 
the United States Navy and prior | pany’s 20-city chain, is located | Judlin, Jr., New Orleans; Clay- 
to that was associated with the | at 1405 West Washington Blvd. | ton J. Borne, New Orleans: P. W 
Lamont Corliss Co. of New York | The New York building is now! Bordelon, Abbeville; M. T. Ward, 
City. located at 32-34 Greenpoint | Alexandria; H. J. Cornay, La- 

Mr. Diemente, who is now dis- | Ave., in the Long Island City | fayette: C. H. Hatfield, Winns- 


trict manager of Upper New York | section, the Pittsburgh building | boro. David Mansfield, Jackson, 
J. J. Diemente and O. H. Hansen | State 


R. M. Oliver, general merchan- 
dise manager, portable electric 


appliance division of Landers, 
Frary & Clark, New Britain, | 
Conn., has announced the ap- 


pointment of Carl McLaughlin, 


was recently a sales repre- | at 204 Thomas St., and the To-| Miss., is secretary-treasurer of 
as district managers for universal | sentative in that territory on | ronto building at 1909 Daven- | both associations. 


portable electrival appliance in | portable electrical appliances. port Road. It was decided that in the fu- 
New York City, upper New York | Mr. Hansen formerly repre- The company’s export division | ture separate conventions would 
State and northern New Jersey, | sented Landers, Frary & Clark in | will continue to be located at! be held. one in Mississippi and 
respectively. | the Detroit area and Pittsburgh | 330 W. 42nd St., New York City. | one in Louisiana. 





4 DEALER- DES/GNED DEAL 


thats Lummins 
UM hae 


Here's the line that's selling for dealers 
TODAY! Customers like the extra value 
they get for their dollars . . . from 
modern quality construction, to the 
leading features of higher-priced tools. 

Model 150— %-inch Dealers like the broader markets, 
General Utility Drill -$20.95 steady turnover, aggressive merchan- 
dising help, greater profits, that 
Cummins gives ‘em. It's a dealer- 
designed deal that's paying off NOW 
Interested? 




















BEST SELLERS 
. . . right down the line! 


You’re set to sell every ,water system 
prospect with the complete Myers line 
of Ejecto and Reciprocating Types. 
They offer capacities to meet every 
possible requirement. They rate second 
to none in buyer preference — because 
their exceptional quality is nationally 
known. Get 
Myers Water 
Systems out in 
front in your 
store. You'll see 
them move out 
fast ... and 
steadily! 




























CUMMINS PORTABLE TOOLS 
4740 North Ravenswood Avenue 
Chicago 40, Illinois 







Model 200 
%-inch Drill—$39.95 



















Model 425 Model 607 BalanSaw —$62.50 
Y-inch Drill—$33.00 ($68.00 with steel case) 


ASK YOUR JOBBER! 












THE F. E. MYERS & BRO. CO. 
Dept. P-63, Ashland, Ohio 








C. W. MERRIAM COVERS 
PARTS OF MASS. FOR 
CALORIC STOVE 

Caloric Stove Corp., Philadel- 
phia, has named Charles W. 
Merriam, Jr., as a sales repre- 





CHARLES W. MERRIAM 


sentative in eastern and south- 
eastern aug- 
ment the New England represen- 
tation of Roger G. Stillman. 
Mr. Merriam’s territory covers 
the counties of Essex, Suffolk, 
Norfolk, Plymouth, Bristol, Barn- 
stable, Dukes, and Nantucket. In 
Middlesex County his territory 
includes Ashland, Arlington, Bel- | 
mont, Cambridge, Everett, Fram- | 
ingham, Holliston, Hopkinson, 
Malden, Melrose, Medford, | 
Natick, Newton, North Reading, | 
Reading, Sherborn, Stoneham, 
Somerville, Wakefield, Water- 


Massachusetts, to 





town, Waltham, Winchester, Wo- 
burn, and Weston, the other 
towns and cities in Middlesex re- 
maining in Mr. Stillman’s ter- 
ritory. 

Since 1937, he had been as- 
sociated with Glenwood Range 
Co., Taunton, Mass., first 


sales promotion manager, then | 


as Boston district manager, and 
as sales director and advertising 
manager in the Boston district. 


PITTSBURGH PIPE 
MARKS 30TH YEAR 
HOLDS OPEN-HOUSE 


Pittsburgh Pipe & Coupling 
Co., Allison Park, Pa., recently 
celebrated its 30th anniversary 
by holding an open house to 
which the public was invited. A 
dinner and dance was held later 
at the Roosevelt Hotel for em- 


ployees and their wives or hus- | 


bands. Awards were made to 
five employees who had 25 years 
or more service. 

From its foundation 
small frame building by Peter 
McIlroy and James 
There they developed a method 


of forging pipe couplings from a | 
solid steel bar. From this modest | 
beginning, the business has ex- | 
panded to include customers in | 


all the states and 22 foreign 
countries. A warehouse has been 
established in Houston to serve 
that area and plans are under 
way for other warehouse stocks. 
Recently other fittings have been 
added to over 300 types and 
sizes of couplings. The original 
plant of 1500 sq. ft. has become 





as | 


in a| 


Lamond. | 


| 47,000 ft. of covered floor space 
plus 273 squ. ft. of open work- 
ing space. Present officers of 
the company are: Peter Mcllroy, 
| president; James M. Lamond, 
| vice-president, treasurer and gen- 
eral manager; James R. Mcllroy, 
vice-president, secretary and 
sales manager; Harry W. Katzen- 
| meyer, auditor and assistant sec- 
| retary; and George E. Lourie, 
assistant sales manager. 





AMERICAN STOVE MAKES 
| EIGHT MAJOR CHANGES 


Eight major personnel changes | 


| in American Stove Co. were made 
recently by president Arthur 
Stockstrom. 

| At 73, Thomas M. Sourbeck, 
| manager of the company’s divi- 
sion at Lorain, Ohio, which man- 








stoves, heaters and furnaces, has 
retired, effective Oct. 1. Also an- 
nounced was the resignation of 
| Stanley E. Little, vice-president 
in charge of sales, to become the 
new manager of the company’s 
| Lorain Division. 

Marc W. Pender, of St. Louis, 


was elected as vice-president in 


market research manager. 

George E. Baker, of St. Louis, 
treasurer, has retired due to ill 
health. 

Announced simultaneously was 
the election of Clark P. Fiske, of 
| St. Louis, as treasurer; F. Verne 
| Semple of St. Louis, former chief 
accountant, as assistant secretary 

and assistant treasurer; and Har- 
old H. Gearhart, former account- 
ant as controller. 








2 
> 


om 
* 
t 
* 





Officers and directors of the newly-organized Mid-Atlantic Wholesalers’ Association, 
Room 512, Market St. National Bank Bldg., Philadelphia 7, Pa., elected at a dinner- 
meeting held recently at the Bellevue-Stratford Hotel, Philadelphia, are shown left-to- 
right: front row, I. Sidney Sherwin, Philadelphia, counsel; Leon Schecter, Jacob Schecter; 
treasurer; Willard S. Cantor, H. & W. Cantor, president; Herbert Lodge, I. Lodge, secre- 
tary; rear row, Sam Dubin, General Novelty Co., director; J. S. Shear, Central News 
Co., vice-president; Sam Meshberg, Abe Goldstein, director; Herman Hersh, Joseph 
Orman & Co., director; Ed Bellet, Herman Bellet & Son, director. Not shown is Sam Pon- 
nock, A. Ponnock & Sons, subsequently elected to the board of directors to fill vacancy. 
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ufactures and sells oil cooking | 


charge of sales. He formerly was | 


BOICE-CRANE APPOINTS 
MICHIGAN SALESMAN 

P. H. Eckert has been appoint- 

ed district factory representa- 

| tive in Michigan to succeed W. 

| E. Mettler, who has retired, for 





P. H. ECKERT 


Boice-Crane Co., 930 W. Central 
Ave., Toledo, Ohio. From 1934 
to 1938, Mr. Eckert was associ 
ated with Briggs Mfg. Co., and 
from 1938 to 1941 he was at 
tached to the sales department 
of the Northern Indiana Supply, 
Kokomo, Ind. From then until 
his entrance in the Navy, 194%, 
he was connected with the sales 
department of Boyer Campbell 
Co. In 1946 he became asso 
ciated with W. E. Mettler, man- 
ufacturers’ representative wit’ 
an office in Detroit, Mich. 


TV, ELECTRICAL LIVING 
SHOW TO BE HELD IN 
CHICAGO, SEPT. 30-OCT. 9 


Based on indications to date, 
the Second Annual National 
Television & Electrical Living 
Show—sponsored by the Electric 
Association—which will run # 
the Chicago Coliseum, 1513 S. 
Wabash Ave., Sept. 30th-Oct. 9h 
this year, will have many more 
exhibits than the last show. 

Space sales to date are wel 
ahead of last year with most of 
the brand-name appliance and 
radio and television names 
ready represented. 

Included are General Electrit 
Stromberg-Carlson, R.C.A. Vit 
tor, Admiral, Sunbeam, Cape 
hart, Motorola, Crosley, Norg® 
Philco, Westinghouse, Webstet 
Chicago, Sentinel Blackstost 
Washers and a host of other wel 
known names. An Educationil 
Exhibit Committee headed 
Merle J. Lucas of the Commot 
wealth Edison Co. reports favor 
ably on the booking of educt 
tional features of which ther 
were relatively few last year. 
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Pot & Kettlers Elect National Officers: 


Clubs to Vote on Joining Federated Group 


At the annual convention of 
the Associated Pot and Kettle 
Clubs of America, June 19-23 at 
the Biltmore Hotel, Santa Bar- 
bara, Calif., the following officers 
were elected: president, Fred C. 
Wood, Fred C. Wood Co., San 
Francisco; vice-president, Clark 
Wright, Meier & Franks, Port- 
land, Ore.; treasurer, Dave Bar- 
telme, Bart-Kinnison Co., San 
Francisco; secretary, Walter 
Stone, Wm. P. Horne Co., San 
Francisco. The new president, 
Fred Wood, succeeds Lester L. 
Neblett, Los Angeles Ladder Co. 


Elected to the board of direc- 
tors are: Ben Brice, Spokane, 
Wash.; Louis McAllister, Wagner 
Mfg. Co., Los Angeles; F. J. 
Bennett, Aluminum Goods Mfg. 
Co., Denver, Colo.; Ben T. Clark, 
Ben T. Clark Co., Salt Lake City, 
Utah; Robert Morrison, Jr., Bob 
Morrison Co., Portland, Ore.;R. 
W. Tull Co., San Francisco. 

Lester L. Neblett, who presided 
over all meetings, opened for 
discussion the advisability of the 
member clubs of the Associated 
Pot & Kettle Clubs of America 
afiliating with the Federated 
Housewares Clubs of America. 
It was unanimously decided by 
the delegates that the member 
clubs hold a plebiscite follow- 
ing their first business sessions 
in September. The results are 
expected to be announced by the 
national president sometime in 
October. 

Election was also held to select 
trustees for the National House- 
wares Directory, sponsored by the 
national club. The by-laws of 
the organization were changed on 
June 20 to include four instead 
of three members in this group. 
George Hall, Geo. Hall & Asso- 
ciates was reelected and he as- 
sumes the chairmanship of the 
trustees. Also reelected, to serve 
a two-year term, was Harry Izen- 
our, Southwest Hdwe. Co., Los 
Angeles. Allen Meyer, Holt- 
Berni Co., Seattle, was elected to 
serve a three-year term; A. B. 
Carpenter Co., Denver, was 


tlected for a four-year term. 


Fred C. Wood, shortly after 
assuming the presidency an- 
Nounced his selections for ap- 
Pointive offices. For regional 
Vice-president, the selections 
were: Seattle—Stan Clark, Vin- 
on Co.; San Francisco—George 
Douman, western manager, Na- 
tional Enameling and Stamping 

-; Los Angeles—El Sager, 
Cory Corp.; Portland—Robert 
Chaffer, F. B. Connelly Co.; 





| JACK & HEINTZ APPOINTS 


resentative; Spokane—John Ar- 
menia, M. Seller Co.; Salt Lake 
City — Wm. F. Fredricksen, 
Kenneth J. Dahm Co. 

Due to a change in the by-laws, 
these men will have the added 
duty of functioning as chair- 
men in their respective clubs for 
the National Housewares Direc- 
tory. They will also act as liaison 
between their clubs and 
national president. 


Milt Albin, associated Editor, 


tor. 


NEW ENGLAND IRON, 
HDWE. ASSOCIATION 
HOLDS GOLF OUTING 


The New England Iron & 
Hardware Association, 294 Wash- 
ington St., Boston 8, Mass., re- 
cently held its annual golf tour- 
nament and outing on June 21] 
at the Oak Hill Country Club, 
Fitchburg, Mass., with 93 mem- 
bers and guests attending. 

Forty-four members played 
golf, low gross award being won 
by William B. Hurd, represent- 
ing Simonds Saw & Steel Co. A 
stock-holders’ and directors’ meet- 
ing was held, at which time the 
following officers were re-elected 
for the following year: Charles 
Hildreth, president, The Emery 
Waterhouse Co., Portland, Me.: 
F. Marsena Butts, vice-president 
Butts & Ordway Co., Cambridge, 
Mass.; and Henry J. Lamb, sec- 
retary-treasurer. Howard Clark, 
Bigelow & Dowse Co., Boston, 
Mass., was made a director. 


SALES MANAGER 
MERCHANDISING DEPT. 


John A. Sullivan veteran of 
many years’ experience in appli- 
ance sales and merchandising, 
has been appointed sales mana- 
ger, merchandising department, 
Jack & Heintz Precision Indus- 
tries, Inc., Cleveland 1, Ohio. 
Mr. Sullivan was for a num- 
ber of years, sales manager of 
the table and traffic appliance 
department of Westinghouse 
Electric Corp. 

Following his discharge at the 
close of World War II, Mr. Sul- 
livan joined General Mills, serv- 
ing as sales manager of their 
home appliance division, prior to 
his association with Jack & 
Heintz. | 
Mr. Sullivan’s first sales re- 





Denver—A] Solen, factory rep- 





Hardware World, San Francisco, | 
Calif., was named publicty direc- | 





sponsibility will be the new Jack 
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& Heintz 
the availability of which was re- 
cently announced to the trade. 


twin bicycle 





35 ATTEND PHILA. 
HDWE. MERCHANTS 
MFR’S GOLF TOURNEY 

The golf tournament of the 
Hardware Merchants & Manufac- 
turers Association of Philadel- 
phia, 505 Arch St., was held re- 
| cently at the Llanerch Country 





motor, 





Club and attended by 35 mem- 
bers and guests. The chairman 
of the entertainment and golf 
| committee, E. C. Griswold, an- 
| nounced that the golf trophy was 
won by S. D. Allen, Henry Diss 
| ton & Sons. 
| Fifty-eight members and guests 
attended the dinner meeting fol- 
| lowing the tournament. A brief 
business session with informal re- 
marks by President Llewelyn A. 
Hoeflich, concluded the evening. 








the | 


OBITUARIES 








JOHN WYETH, Il 


John Wyeth, II, 32, vice-presi- 
dent of Wyeth Co., St. Joseph, 
1, Mo., died recently after being 
stricken with a heart attack while 
in his parked car. He had been 
active with the company for the 
past nine years. 


SIDNEY GILDER deKAY 


Sidney Gilder deKay, 68, vice- 
president and director of Olin 
Industries, Inc., East Alton, IIL, 
died recently in Greenwich, Conn. 
After being admitted to the bar 
in 1906, he joined the legal de- 
partment of the Pittsburgh Plate 
Glass Co. until 1937, when he 
severed his connection. After his 
father-in-law’s death in 1932, Mr. 
deKay succeeded him as director 
of Western Cartridge Co. He was 
elected a vice-president of West- 
ern Cartridge in 1937 and as- 
sumed full charge of the New 
York office. He assisted in the 
purchase of the Winchester Re- 
peating Arms by Western Cart- 


ridge in 1931. Winchester be- 
came a subsidiary of Western 
and, in 1944, both companies 


became divisions of Olin Indus- 
tries, of which Mr. deKay was 
vice-president and general coun- 
sel. He was active in the first 





® 


SIDNEY G. deKAY 


World War and was wounded and 
gassed during the Meuse-Argonne 
offensive. 


F. M. WOOLWORTH 


Felix Macknet Woolworth, 
vice-president of the Animal 
Trap Company of America, 
Lititz, Pa., died June 26 after 
an illness of several months. 
He was a widely known banker, 
holding executive posts with 
three Niagara Falls banking in- 
stitutions. 


H. A. SEDGWICK 


H. A. Sedgwick, 
retirement three years ago, was 
credit manager for Marshall- 
Wells Co., Duluth, 1, Minn., for 
412 years, died recently. He was 
a life member of the Duluth-Su- 
perior District Credit Association 
and also served on the National 
Board for several years, 1925, 
1926 and 1927 and was president 


who until his 


of the Duluth Association. Mr. 
Sedgwick was also a director 
of the National Association of 


Creflit Men for three years. Upon 
his retirement, he had completed 
more than 50 years of active 
credit work and was considered 
the dean of credit managers in 
the northwest. He was the author 
of several articles which were 
published in Harpware AGE. 


KATHERINE DUBELBEISS 
Mrs. Katherine Dubelbeiss, 87, 


who managed the hardware store 
established by her late husband, 
Frederick J. Dubelbeiss, in 1887 
at Rochester, N. Y., died re- 
cently after a brief illness. She 
assumed management of the store 
in 1898, and continued active in 
the business until she became ill. 
She was one of the oldest women 
in the hardware business in New 
York State. In 1934 she was 
elected a member of the Harp- 
waRE AcE 50-Year-Club. Two 





daughters and a son survive. 
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KEYSTONERS ENJOY 
SPORTS PROGRAM AT 
BIRTHDAY PARTY 

Despite daytime showers, which 
interfered from time to time with 
the events, a complete sports pro- 
gram was a feature of the 12th 
annual Keystoner Birthday Party, | 
Friday, June 17, at the Manu- | 
facturers Golf and Country Club, 
Oreland, Pa. More than 150} 
golfers participated in the golf | 
tournament. The Guest baseball 
team defeated the Keystoners to | 
the tune of 20-5, having a five- 
run lead in the first inning, as 
run by the 


single 


against a 
hosts. Two 1l-man_ tug-of-war 
teams, heaved and pulled, the | 


visitors dragging the Keystoner | 
aggregation over the line. “Hank” | 
Singley, Diamond Specialty & | 
Supply Co., a guest ran away | 
with the shoe race, but Key- | 


stoner W. N. Jillson, Buffalo Bolt 


Co., was the sack race victor. 


| W. C. Culp, Autocar Co., won 


the low gross golf cup and the 
kickers’ handicap winners 


J. O'Sullivan, J. S. Davis, Ameri- | 


can Engineering Co., Hanson 
| Thomas, Russell, Burdsall & 
Ward Bolt & Nut Corp. and J. 
Rink. 


MASTER METAL NAMES 
N. Y. SALES MGR. 


Master Metal Products, Inc., 
Suffalo 4, N. Y., has recently 
appointed Larry J. Hickey as ex- 


clusive Greater New York dis- 


| trict sales manager. 


Mr. Hickey spent a short in- 
tensive training period at 
Master Metal factory in Buffalo 


prior to assuming his new posi- | 
Hickey was formerly | 


tion. Mr. 











The victorious visitor's ball team, with smiles of victory. 


To 


the extreme right, in the front row is J. J. McCann, J. H. 


Williams & Co., chairman 


of the sports committee. 


were | 


the | 


| Lee 


associated with Lewis & Conger | 


and Beh & Co. 





ELECT SECRETARY OF 
U. S. RUBBER CO. 


| William M. Dougherty was 
elected secretary of United 
States Rubber Co. to succeed the 
| late Eric Burkman at a recent 
meeting of the company’s board 
| of directors. 
Mr. Dougherty has been asso- 
| ciated with the company for 26 


years and recently has been serv- | 


ing as assistant to the president. 

In 1923 he became a member 
of the commercial research de- 
partment of U. S. Rubber. Later 
he was appointed courdinator of 
production and sales in the com- 
pany’s Detroit tire plant. In 
1934 he was placed in charge of 
the central sales and production 
coordination department, and in 





ARMSTRONG PRODUCTS 
MARKS 50TH YEAR 


The Armstrong Product Corp, 
Huntington, W. Va., will cele. 


brate its 50th anniversary jn 
July of this year. The Admiral 
Lamp Co. was organized in July 
of the following year to make a 
bicycle lamp which used either 
kerosene or acetylene. 

The company moved to larger 
quarters in Marysville, Ohio, and 
then came the gasoline buggies, 
To counteract this set-back, Mr. 
Armstrong designed a line of 
lawn sprinklers, spray pumps and 
gas lights and the name was 
changed to Standard Stamping 


Co. Then came the electric 
standard table stove to cook 
three things at once. A new 


| plant was soon erected in Hunt- 


1941 was elected assistant secre- | 


tary of the company. He was 
appointed assistant to the presi- 
dent in 1947, 


JACK ENOCH JOINS 
LEE ARTER COMPANY 
Jack Enoch has joined the 
Arter Co., headquarters 
office, 672 South LaFayette Park 


| Portable 


Place, Los Angeles, Cal., manu: | 


facturers’ representatives. He 
was formerly with Jensco Tool 


Division, General Steel Ware- | 
house Company, Inc., Chicago, 


| as representative in the 11 west- | 


ern states. He has also been an 
associate of Homeze Products 
Co., Los Angeles; merchandiser 
for Montgomery Ward and Fire- 
stone Tire & Rubber Company, 
southern division. 





Golf winners and some of the officers and committee heads:—left to right: Everett a 
Ramsdell, Spartan Saw Works, chairman, entertainment committee; Hanson Thomas, 
Russell, Burdsall & Ward Bolt & Nut Corp., kicker’s handicap winner; W. C. Culp, Auto- 


car Co., low gross cup winner; J. Rink, kicker’s handicap winner; J. S. Davis, American 


Engineering Co., kicker’s handicap winner; 


R. S. Trimble, 


Simonds Abrasive Co., Key- 


stoner’s president; J. O’Sullivém, kicker’s handicap winner, and J. J. McCann, J. H. 


Williams & Co., chairman of .the sports committee. 
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| charge of sales for both com 


| headquarters of 
| Winsted in New York City 30° 


| 


| The 


ington, W. Va. and the name 
in 1920 became Armstrong Mfg, 
Co. Then followed the auto- 
matic electric range, other elec- 
tric table appliances, tackle and 
cash boxes, mail boxes and gas 
heaters were added in 1931. 
electric heaters were 
introduced in 1936 and the first 
portable electric ironer in 1938, 

After Mr. Armstrong’s death 
the firm carried the name Arm- 
strong Products Corp. The pres 
ent officers include H. K. Dalton, 
president; L. O. Reese, vice-presi- 
dent and general manager; R. F. 
Knight, treasurer; H. D. Peck, 
secretary and production ma 
ager; H. M. Jones, assistant 
secretary; and W. W. Chatfield, 
directs: design and engineering 


WARING PRODUCTS 
WINSTED HDWE. NAME 
SPECIAL SALESMAN 


David F. Tonnies has been ap 
pointed — special representative 
for Waring Products Corp., and 
Winsted Hardware Mfg 
Co., according to an announce 
ment made today by James P. 
Mcllhenny, vice-president it 
panies. Mr. Tonnies’ territory 
includes the areas covered by its 
representatives who are stationed 
in Minneapolis, Kansas City, St 
Louis, Dallas and New Orleans 

Mr. Tonnies was formerly %& 
Louis district manager of th 
D. E. Sanford Co. In his ne¥ 
capacity, he will act as liaison 
on the Waring Blendor, Waris 
Steam Iron and Dyrabilt line 
folding travel irons between th 
Waring 4m 
its representatives within the 
territory referred to above. 
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The product of 104 years’ experience 
in fastener manufacturing, 
sold through the finest distributors 
in the world. 





Maximum holding power per dollar of 
investment—helps your customer get True 
Fastener Economy. The dependability of 
RB&W Nuts is the product of more 
than a century of continuous research 
and progressive development 








in nut manufacturing .. . backed 
























by the skill of four generations of 
RB&W men and women. 


® Plants a or ee 
Te) >» ‘ | los Angeles, Calif 
C nal sa offices at Philadelphia 


>, Chattanoogo, Oakland 


Detro: 


THE COMPLETE QUALITY LINE 


104 YEARS MAKING STRONG THE DISTRIBUTORS 














RUSSELL, BURDSALL & WARD 
BOLT AND NUT COMPANY 
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DECLINES 


Some house paints, varnish and enamel products. One line of paint brushes. 

Some television sets. Hard surface floor coverings. Some carpets, rugs. 

Some linoleum wall covering. Some felt base floor coverings. Zinc strip, 
plate. Lead. Some copper and brass products. Electrical wire. 





Bathroom scales — The Borg- 
Erickson Corp., Chicago, manufacturers 
of Borg bathroom scales, announced, 
June 23, that prices on all models are 
guaranteed through Dec. 31, 1949. 

e * * 

Electrical wire lowered—Ef- 
fective June 17, at least one of the 
principal copper wire mills reduced 
prices for bare, weatherproof and mag- 
net wire, putting these on the basis of 
16 cents per pound for electrolytic cop- 
per. The new prices for less carload 
quantities are as follows: Bare wire, 
22.42% cents; weatherproof wire, 
24.72% cents, and magnet wire 26.75 
cents. 


Television — Price reductions 
ranging from $20 to $100 on four tele- 
vision receivers have been announced 
by the Westinghouse Home Radio Divi- 
sion, Sunbury, Pa. The reductions are: 
Model 216—a console with a 16-inch 
video tube in an 18th Century-designed 
mahogany cabinet, now $499.95, form- 
erly $599.95. Model 223—table model 
with a 10-inch picture tube and lowest 
priced receiver in the line, now $249.95, 
formerly $269.95. Model 225—conso- 
lette in mahogany cabinet with 10- 
inch tube, now $299.95, formerlv 
$369.95. Model 266—consolette with 
12% inch tube, mahogany, now $369.95, 


was $449.95; blond cabinet, now 
$379.95, formerly $459.95. All prices 
apply to Zone 1, and proportionate re- 
ductions have been made in suggested 
retail prices for Zone 2 in the Western 
area of the United States. 
* ~ + 

Paints, brushes — Pittsburgh 
Plate Glass Company’s entire line of 
exterior and interior house paints, var- 
nish and enamel products and paint 
brushes were reduced on a composite 
average of 9%, effective July 1, accord- 
ing to an announcement by E. D. Peck, 
general paint manager of the company’s 
merchandising division. Greatest price 
readjustment was in the firm’s top 
quality exterior house paints where the 
reduction was 87 cents (15%) per 
gallon at the retail level. In base areas, 
the retail selling price of the firm’s 
Sunproof outside paints will now be 
less than $5.00 per gallon. Pittsburgh 
Plate’s paint trade sales for the first 
five months of the year equal those for 
the same period of 1948. “Decrease in 
the cost of certain raw materials and 
anticipated reductions in many other 
raw materials which may or may not 
materialize were calculated in setting 





Wholesale Hardware Inventories ° 


By Geographic Divisions, for May, 1949 





Stock-Sales-Ratios b | 











End of Month Inventories (Cost) * 
Percent Gnange 
GEOGRAPHIC May 1 Amount (Add 000) 
DIVISION vs. 

Number 2 

o May 1 May May April 

Firms 1948 1949 1949 1948 1949 
UNITED STATES TOTAL........... 179 +6 - 3 $109,571 | $103,250 | $113,107 
New England... .. 12 + 3 — 5 3,322 3,234 3,511 
Middle Atlantic. 36 +4 —6 12,148 11,729 12,857 
East North Central........ 33 +1 — 3 19,037 18,775 19,553 
West North Central. .... 26 +7 +2 23,525 21,901 23,089 
South Atlantic. ..... 26 + 3 -9 10,101 9,762 11,099 
East South Central... . 7 +1 -—7 3,889 3,849 4,202 
West South Central. . 14 +6 -—2 14,396 13,534 14,739 
Mountain. ......... 6 +17 -1 833 715 838 
Pacific. 19 +13 -—4 22,320 19,751 23,219 





























| Weeks’ Supply 
of Inventory 

| on Hand* 
May May April | May May 
1949 1948 1949 | «1949 1948 

' 

248 208 260 14.6 12.3 
301 370 19.7 17.8 
193 172 211 11.4 10.2 
228 200 256 13.5 11.8 
215 248 15.4 12.7 
219 188 244 12.9 11,1 
1 171 203 10.5 10.1 
271 224 269 16.0 13.2 
211 169 216 12.5 10.0 
321 237 328 19.0 14.0 

















Bureau of the Census. 


a Includes 16 reports received too late to be incorporated in Census Bureau published releases. 

b Stock-sales ratios are obtained by dividing the stocks by the sales for an identical group of firms. 

* Calculated by dividing end-of-month inventories at cost plus mark-up by sales during month and multiplying the quotient by the number of weeks in the month. 
Sales include direct shipments and consignment business. Weeks supply is lower than if based on cost of sales from owned stocks. 


Current Wholesale Trade 
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@ADJUSTA 
SEVEN DI 


*ALLOY ST 


HARDWARI 








the new price schedule. The new sell- 


V LC H F we | ing prices are a company speculation a Le) 
on lower raw material prices than now 
exist,” according to Mr. Peck. In line STEPS TO 
with the reduction in paint prices, the SMOOTHER 
company has cut the selling prices of PROFITS! 
Ld AY its paint and varnish brush products by | 
Py Plier 9% on the average. On the basis of 
if present lower costs of China bristle and | 
Vie y still lower anticipated costs, all Pitts- | 
| burgh Plate brush products have been 
| reduced. Reduced overhead factors ex- 
| pected through accelerated unit pro- 
duction in both paint and brush manu- 
facture have been calculated by the 
| firm in setting the new price schedules. 





Although brush sales are running 








rices 
P | ahead of the first five months of 1948, 
ate re- ae s 
expanded facilities have increased the 
gested rier sane aa : 
irm’s production capacities to an all- 
Vestern ' : 
time high. 
* * 
,- se Paint—John Lucas & Co., Phil- | 
sburgh i ( / adelphia, Pa., announced as of July 5, 
line of <i] we \ ; . wa a reduction in its paint prices of ap- 
ts, var- ae E proximately 10 per cent, at the dealer 
paint ; level. Reductions include exterior house 
nposite paints, wall paints, enamels, varnishes 
accord- : and floor finishes. Vice President L. F. 
. Peck, @ TOUGH MILLED TEETH Collister stated that the reductions are 
apany’s @ ADJUSTABLE IN SIZE fi: made possible by anticipated lower 
it price SEVEN DIFFERENT ’ prices of linseed oil. 
’s top POSITIONS COVER A he @ 
WIDE RANGE 
ere the Baby strollers reduced—On 
») per CALLOY STEEL FORGED ; June 24, in St. Louis, price cuts rang- 
 anene, 914” OVER-ALL x ; ee ie 
‘ ing up to 30 per cent were announces 


a Vm by the Welsh Co., a large manufacturer 
iow . of baby carriages and strollers. 
sburgh (, Proptable Sh * ‘es \ Yr 7T "ye \ 
1e first ‘ — = Divergent corrugations, saw style, drive across 
Vacuum cleaner news — Fa or with grain. Available in tempered cold rolled 








ose for a ae standard-siee seho 

tie din tory sales of tandard ize househ« Id ah eabuentetient edit toon, 
vacuum cleaners in May totaled 222,850 DEPTH: vo", 4°. e". "un 

ils and units, a drop of 11.8 per cent from | 2 Vee Yas a's e's Va", Te”, 

y other April, and a decrease of 19.4 per cent CORRUGATIONS: 2, 3, 4, 5, 6, 7, ete. 


ay net below May, 1948, according to the —SPECIAL SIZES TO ORDER 
setting Vacuum Cleaner Manufacturers’ Asso- IN BULK: in kegs of 50 oF 100 Ibs., and car- 


ciation. January-May sales this year tons of 500 or 1000. 


were at the average monthly rate of Most Popular Wood Joiner— 
251,149 units, compared with a 262,535 
monthly average for the industry’s 


record years of 1946-1948, inclusive. 
* . * 





Pulp prices—On June 18, at 
Tacoma, Wash., Weyerhaeuser Timber 
Co. announced price reductions on 
bleached sulphite and bleached kraft 


— For Everyone! 

pulp, for paper making. The price of OW NATIONALLY ADVERTISED! 
bleached sulphite was cut from $126 | 
to $118 per ton. Bleached kraft was 
reduced from $136 to $122 per ton. 
Weyerhaeuser officials said the reduc- 


tions are in keeping with reduced paper 
prices, with the pulp industry adjust- 


ing itself to the market. 
* * * 
*REG. U. S. PAT. OFF. 








Sheet, strip and plate zinc— 
| The New Jersey Zinc Co. announced Independent lel Strap Co., Inc. 
| that, effective June 22, its prices for ESTABLISHED 1907 


| rolled zinc products were reduced % 232 Third St. Brooklyn 15, N.Y. 


cent per pound, making the price for | 
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6 TWIES 
| Builders 
HARDWARE 


In addition to the items illustrated, 
IVES is now in production on a com- 
plete line of Builders Hardware Spe- 
cialties in a price range to meet 
every need — without sacrifice of 


quality. 


@ ALUMINUM Non-rusting items 
for the low-cost home 


@ BRASS Machine polished items 
—top value for moderate priced 
homes. 


@ BRASS Full polished items—for 
those who Sine the finest in 
quality hardware. 

Ask Your Jobber 
> THE H.B. IVES C0. 


‘ 
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Wholesale Hardware Sales *° 


By Geographic Divisions, for May, 1949 





| Percent Change | 


GEOGRAPHIC May 1949 | 
DIVISION | vs. 
Ll 72 Ea 
| of | 
Firms | May April 
c | 1948 1949 | 1949 | 
U.S. TOTAL.........] 267 j -7 | +2 
New England........ @ 6} -9 | +6 
Middle Atlantic... ... 63 | -—8 | 4 2 
East North Central....| 39 | —11 | +7 
West North Central... . | 35 -—11 -1 
South Atlantic....... 33 | «-10 | -1 
East South Central... a es |} +3 
West South Central. ... 23 | -9 +4 
Mountain... .. 11 —19 | —13 | 
Pacific....... vee f 2 | —16 | 0 | 


SALES REPORTED 


May | May | April 


| $59,395 | $66,525 | $58,513 
1,199 | 1,311 
883 | 10,763 


9.158 | 10,792 


CUMULATIVE SALES b 


Amount (Add 000) | 
| 
| January- | January- | 
ay | May 
| 1949 | 1948 | Percent 
1948 | 1949 (Add 000)|(Add 000) Change 


} 


$300,670 | $340,687} —12 
6,345 7,348; —14 











1 
, , 9,703 | 47,643 52,823 | —10 
9,051 | 10,207; 8.438| 48,118 56,835 | —15 
10,199 | 11,422} 10,321 | ' 62,164; —14 
5,201 5,810 5,230 27,743 30,077; — 8 
444 723 | 4,309 20,169 22,331 | —10 
8,382 9,190 | 8,027 39,889 41,756; — 4 
1,878 2,307 2,148 ,297 | 10,084; — 8 
9,203 48,026 | 57,269; —16 








Bureau of the Census. 


Current Wholesale Trade. 


a Includes 22 reports received too late to be incorporated in Census Bureau published releases. 
b Includes reports received too late for inclusion in previous monthly totals. 
c Number does not apply in all cases to the cumulative figures. 





States Comprising Regions: 


New England—(Conn., Maine, Mass., N. H., R. I., Vt.) 


Middle Atiantic—(N. J., N. Y., Pa.) 


East North Central—(Ill., Ind., Mich., Ohio, Wis.) 

West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) 
South Atlantic—(Del., D. C., Fla., Ga., Md, N. C., S. C., Va., W. Va.) 
East South Central—(Ala., Ky., Miss., Tenn.) 

West South Central—(Ark., La., Okla., Texas) 

Mountain—(Ariz., Colo., Idaho, Mont., Nev., N. M., Utah., Wyo.) 


Pacific—(Calif., Ore., Wash.) 





strip zinc 13 cents, f.o.b. mill, 12 cents 
for small zinc plates and 13 cents for 
large plates. The company is not a 
seller of sheet zinc, and since none of 
the other leading factors in the indus- 
try have announced downward adjust- 
ments reflecting the latest decline in 
zinc metal, the price for sheet zinc re- 
mains unchanged at 14.25 cents, f.o.b. 
mill. 
” aE bd 

Lead buying improves—Lead 
buying in the mid-June week was the 
best since March 8, when the price be- 
gan to drop from its high of 2114 cents 
per pound. Lead has been selling at 
12 cents per pound since May 26. The 
improvement in lead demand occurred 
in spite of the further declines in cop- 
per and zinc, so the resumption of buy- 
ing apparently indicates consumers’ in- 
ventories have been about used up. 

* * * 

Copper and brass products 
—On June 20, Revere Copper and 
Brass, Inc., revised its prices for alloy 
products and copper tube to a basis of 
9 cents a pound for zinc and the custom 
smelter price of 16 cents a pound for 
copper. Previously these products had 
been based on a 17-cent custom smelter 
price for copper and 10 cents a pound 
for zinc. Revere stated that prices on 
copper products other than seamless 
tube remain unchanged, because fabri- 


cators are dependent on mine producers 
for supplies of copper shapes, and pro- 
ducers have not reduced their copper 
prices. Also on June 20, Viking Cop- 
per Tube Co., a producer of copper 
tubing for industrial, automotive and 
refrigeration use, announced a reduc- 
tion in copper tubing prices to a level 
based on 16 cents per pound for cop- 
per, and added: “This price adjustment 
was made despite a decided increase in 
the number of orders for June and the 


third quarter.” 
a oe xe 


Crack filler, ete.—The Savo- 
gran Co., Boston, Mass., announced ef- 
fective July 15, reductions of 12% 
to 20 per cent on three of its most popu- 
lar products—Strypeeze Semi-Paste Re- 
mover, Savogran Crack Filler and Savo- 
gran Remover and Bleacher. The com- 
pany states that the new lower prices 
reflect reductions in the costs of raw 
materials and production economies 
made possible by increasing volume and 
new equipment. 

e a oe 

Kitchen appliances—Swing-A- 
Way Mfg. Co., St. Louis, Mo., has 
guaranteed its Swing-A-Way kitchen 
price 
tions for a period of six months, ac- 


appliance line against reduc- 
cording to an announcement by A. E. 


Nelson president of the company. 


HARDWARE AGE, JULY 14, 1949 








from ¢ 


coveri 
and vy 
prices 
higher 
base fi 
wall co 


tile pri 


ion—A 
ber Co 
rubber 
did not 
sale pri 
reductic 
retail 1 
per cen 


springs 
States | 
prices oO 
$20, anc 
$10 per 


—_—_ 
——= 


INDE 
TR 


Californi 
Oaklar 
San Fr 

Ilinois— 

Marylanc 

Massachu 

Michigan 

Minnesot: 

Missouri- 

Nebraska: 

New Yor! 
New Y 

Ohio—Ak 
Clevela: 
Toledo 
Youngs 

Pennsylva 

Pittsbu 

Washingt 
isconsin 


Compile 
Editor’s 
now limit 
the year | 
State basis 


—_——... 
————<— 


HARDWA 





Percent 
Change 











—— 


roducers 
and pro- 
- copper 
ng Cop- 

copper 
‘ive and 
a reduc- 
» a level 
for cop- 
justment 
crease in 
and the 


he Savo- 
inced ef- 
of 12% 
ost popu- 
raste Re- 
ind Savo- 
The com- 
er prices 
s of raw 
conomies 


lume and 


-Swing-A- 
Mo., has 

kitchen 
e reduc- 
mnths, ac- 
by A. E. 


any. 


4, 1949 








Casco heating pad, tool kits 
-John J. Reidy, sales manager, Appli- 
ance Division, Casco Products Corp., 
Bridgeport, Conn., will maintain its 
price lines on appliances throughout 
1949. He further stated that whole- 
salers would definitely be protected 
from any unforeseen price fluctuations. 

* a * 

Hard surface floor and wall 
coverings — Leading makers of floor 
and wall linoleum recently reduced 
prices from two to six per cent. Slightly 
higher reductions were made on felt 
base floor coverings and on felt base 
Asphalt tile and rubber 


tile prices were unaffected. 
* ok ok 


wall coverings. 


Sponge rubber carpet cush- 
ion—As of July 1, United States Rub- 
ber Co., reduced its price of sponge 
rubber carpet cushion. The company 
did not give the amount of the whole- 
sale price reduction, but stated that the 
reduction is “intended to make possible 
retail reductions of approximately 10 
per cent.” 

os * * 


Rubber mattresses, box 
springs — On June 21, the United 
States Rubber Co., lowered its retail 
prices of foam rubber mattresses $10 to 
$20, and its matching box springs $5 to 


$10 per unit. The new retail price of 


the 3 in. deep Koylon foam rubber mat- 
tress, for either a single or double bed 
is $69.50. The new retail price for the 
41% in. foam rubber mattress for either 
single or double beds is $79.50. The 
new retail price for box springs is 
$54.50 for either width bed. 
* * * 

Carpets and rugs — Late in 
June reductions of five per cent were 
made by one maker of running carpets 


and rugs. 
* * * 


Universal sales—Late in June, 
Robert M. Oliver, general merchandis- 
Portable Electrical Ap- 
pliance Frary & 
Clark, New Britain, Conn., announced 
that sales of that division have shown 
a 10 per cent increase over the same 


ing manager, 


Division, Landers, 


period last year. He announced that his 
company’s objective, this year, is to in- 
crease sales of portable electrical ap- 
pliances by 50 per cent over last year, 
through increased merchandising activi- 
ties such as that used on its Coffee- 
matic coffee maker. 
* © * 

Building contracts — F. W. 
Dodge Corp., New York City, reported, 
last month that by the end of May the 
dollar valuation of contracts awarded 
this year in the 37 states east of the 
Rocky Mountains for building and con- 





INDEPENDENT RETAIL HARDWARE STORE ‘§ 


TRENDS IN 20 CITIES IN 


May, 1949 


SALES 
THE UNITED STATES 


Per Cent Change 
5 mos., 1949 May, 1949 


Cities compared with compared with compared with 
May, 1948 5 mos., 1948 Apr., 1949 
California—Los Angeles —26 —20 — 5 
Oakland ...... +15 +8 + 5 
San Francisco = —16 18 ar 
Illinois—Chicago ....... — 8 —9 -] 
Maryland—Baltimore ..... +8 -5 +17 
Massachusetts—Boston ....... —10 — 4 +1 
Michigan—Detroit ...... — 3 + 4 +i7 
Minnesota—Minneapolis — 6 +2 -20 
Missouri—St. Louis ... —15 —l] 2 
Nebraska—Omaha ..... : —l1 —10 —14 
New York—Buffalo ... + 7 + 3 +39 
CO Es —10 —l4 +i2 
Ohio—Akron ......... +i » 2 +11 
Cleveland ......... —9 + 7 +9 
a +9 + 4 +18 
Youngstown 6 - 3 ++ 3 
Pennsylvania—Philadelphia 9 3 +15 
Pittsburgh .......... — 8 — 4 +10 
Washington—Seattle +2 7 T 2 
Wisconsin—Milwaukee +5 + 3 +15 


Compiled by Bureau of the Census, U. S. 
Editor’s Note: Monthly Retail Trade Reports of the 


Department of Commerce. 
3ureau of the Census are 


now limited to cities and other local areas because appropriations available for 


the year are not sufficient to develop and maintain 


State basis. 


valid data on a state-by- 
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Non-Marking Wheels 
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| 
Now Being Supplied As Standard | 
Equipment To Provide Maximum | 
Floor Protection At No Increase In Cost | 
Over Hard Rubber Wheels | 
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* A phenolic resin compound 
characterized by extreme strength 
and attractive appearance 


It’s easy to give your Customers positive 
proof that Bassick Casters with “‘Atlasite’’ 
Wheels will roli gently over the finest floors 
without leaving a single ugly mark. Simply 
draw an ordinary hard-rubber- wheeled 
caster sideways across white paper. . . it 
leaves a black smudge. Do the same with a 
Bassick ‘‘Atlasite’’-Wheeled Caster . 

the paper remains spotless. For faster, easier 
selling, order non-marking, better-looking 
Bassick ‘‘Atlasite’’ Casters from your dis- 


tributor. 















Sell fioor protection 
At its height 

With Bassick Wheels 
Of “Atilasite”’! 





¢ 


THE BASSICK COMPANY 
Bridgeport 2, Conn. 
DIVISION OF STEWART-WARNER CORP. 
In Canada—BASSICK DIVISION 
Stewart-W arner-Alemite Corp., Ltd., Belleville, Ont. 













MAKING MORE KINDS OF CASTERS 
MAKING CASTERS DO MORE 
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Sell 


“YANKEE” Handyman 


and Accessory Pak 


and 


—make a friend 


@ Let a hard - pressed 
week-end mechanic rest 
his eyes on this combina- 
tion and you’ve made a 
quick-profit sale plus a 
long-time friend. All 
he’s got to do is PUSH 

. to drill a hole, coun- 
tersink it and drive or 
draw a screw. The quick- 
return spring of the 
“Yankee” No. 133H re- 
turns the handle after 
every stroke. He can put 
this Handyman on the 
job, push it through and 
get back to the Sunday 
paper. That’s something 
to buy ... something to 
sell. 


YANKEE TOOLS NOW PART OF 


Regr 5. Por. Off. 
THE TOOL BOX OF THE WORLD 


NORTH BROS. MFG. CO. 
Philadelphia 33, Pa. 


No. 330H Accessory 
Pak . . . contains three 
drills, countersink and 
extra bit for small 
screws, to make the 
Handyman Driver more 
useful. 


NEW USES FOR 
YANKEE 


HanovMan 


SCREW DRIVERS 











Pemree ELA COPVEGET 06 HORTE QnOS WFR CO. PERARtLPR 
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No. 133H 
Handyman Spi- 
ral Screw Driver 
with quick-return 
spring. Equipped 
with one 4” bit. 
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in the same period. In the first five 
months of this year all residential 
awards, in the 37 states totaled $1,254,- 
047,000 aganst $1,468,273,000 in the 
corresponding period of last year, a 
decline through May of 15 per cent, 


struction by public agencies was run- 
ning at a level 19 per cent higher than 
in the corresponding five months — of 
1948 while private contracts were down 
20 per cent in the period. Public-ac- 
count work of all descriptions in the 
eastern states had a contract valuation despite the gain in the public-account 
in the January-May period of $1,380,- total from $27,835,000 to $139,107,000. 
812,000 against $1,160,560,000 in the 7 = ® 

corresponding five months of ‘1948. Furniture buyers cautious— 
Private-account work contracts declined Caution and hand-to-mouth buying con- 
from $2,671,047,000 to $2,141,188,000 tinue in the furniture industry, accord- 





Estimated Sales 
Of Wholesale Hardware Distributors* 
Monthly 1939, 1941, 1946, 1947, 1948 and 1949 


(Expressed in millions of dollars) 


1939 











Month 1949 1948 1947 1946 1941 
January 154 170 159 113 56 39 
February 150 173 165 118 55 37 
March 189 205 189 131 63 48 
April 174 214 196 144 74 47 
May 175 195 185 148 79 52 
Total “First 5 Months 842 957 894 654 327 223 
June 198 172 145 78 51 
July 190 170 150 80 45 
August 209 173 160 83 50 
September 212 189 161 87 60 
October 220 215 196 90 60 
November 202 189 176 76 54 
December 177 177 167 78 49 
Grand Total for Year 2365 2179 ~~ 7809 899 «592 





*Estimated by the Office of Business Economics, ‘U. Ss. Dept. of Commerce 
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DADO 
] { 47 SAWING 
WITH LWverr WASHERS 


o THEY? = you BET | 
. seul * THEY D0 


When woodworkers and hobbyists see 
this amazing new invention in action 
... they buy! The low price of $4.95, 
simplicity of operation, and accuracy 
of Micromatic adjustment—have sold 
Warren Washers everywhere, from 
Alaska to South Africa. Outstanding 
stopper display sells ’em right off your 
counter. National advertising and 
mobile demonstration units promote 
sales volume for you! Not a gadget— 
it’s a woodworker’s dream! 


WRITE FOR INFORMATION 
WARREN DADO SAWING WASHERS CO. 


70 Medbury, Detroit 2, Michigan 

































It takes years of actual service on 
the job to create a popular buying 
trend for builders’ hardware. Smooth, 
friction-free service, year after year, 
has proved that NATIONAL Hard- 
ware possesses exceptional “built-in” 
stamina. 


The modern designs incorporated in 
this extensive line meet the require- 
ments of both present-day construc- 
tion and those of tomorrow. 


Attractive, protective finishes and 
neat packaging are further aids in 
building profitable repeat sales with 
National Hardware. 


NATIONAL 
MANUFACTURING COMPANY 


Sterling * Illinois 
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_ 1948, the index averaged 209.3. Behind | 
today’s downturn in construction costs | 


| are several factors. 


| Journal survey, are increased labor pro- | 


| climbing. 


| ago. 


| past three months. 


| ferent now than it was a month ago,” 
the report said. “The prevailing theme, 
both at the manufacturer’s and distrib- 
| utor’s levels, is to shorten commitments, 
| reduce inventories, and await price ad- 
justments.” 
rate of furniture volume has receded 
each month, and current production is 
running about 20 per cent below that 
of a year ago, Seidman said. However, 
manufacturers’ reports for May indicate 
that “the pace of the decline continues 
to slacken.” 
in May was only about 3 per cent as 
compared with April, but in comparison 
with May, 1946, new business booked 
was off 20 per cent. Shipments in May 
were down 7 per cent as compared with 


April, and 15 per cent compared with 


May, 1948. For the five months, ship- 
son with the like period in 1948, Can- 
cellations were slightly lower in May 
than in April and amounted to 10 per 


| ing to the monthly report of Seidman & | 
Seidman, accountants to the industry. | 
“The situation is not perceptibly dif- 


Since last November, the | 


The decline in new orders | 


| ments were off 20 per cent in compari- | 


cent of new business booked. At the | 


close of May, unfilled orders were down 
to the equivalent of about 21 days’ pro- 
duction, compared to 26 days on April 
30, and nearly 55 days on May 31, 1948. 


* *- 8 


Building costs off slightly— 
A Wall Street Journal survey indicates 
that construction costs are declining, 
after 17 years of almost uninterrupted 
New York to Cali- 
fornia, builders report that a small 
house, an apartment building or com- 
mercial structure can be put up for 5 
per cent to 25 per cent less than a year 
Most of the drop has occurred 
this year; in some cases during the 
At the bottom of 
the depression in 1932, construction 
costs, as measured by the Department 
of Commerce’s index stood at 81.1 
(1939 equals 100). Starting from that 


From 


point they moved up almost continu- | 


ously, reaching a peak of 213.8 in Sept., 


1948. Only twice during the long climb | 


did the index falter momentarily, once 
in 1935 and again in 1938. For all 


But the most im- 
portant, say builders questioned, in the 


ductivity and lower material prices. A 
West builder offers a 
illustration. He reports that the cost of 
reinforcing steel has dropped 30 per 
cent to 40 per cent—from around 12 
cents a pound at the peak to 9 and 8 
The main reason is the 
“premiums” disappeared. An 
electrical contractor in the same city 
says his materials average 15 per cent | 


Coast specific 


cents now. 
have 





44 ale 47 
COMING 
with KRYLON 


f. . . the wonder plastic coating. 
A sure profit-builder for YOU. 
Water-repellent, flexible coat of clear 
protective plastic, can be brushed or 
sprayed on metal, wood, leather, 
paper. Stops rust and corrosion; 
keeps out dirt. 


It's ideal for gardeners, 
sportsmen, 


hobbyists, 
car and boat owners, 
model makers and home 
workshops. Fast-drying 
film protects golf clubs, 
tennis rackets, fishing 
gear and tools. Handy 
automatic sprayer ap- 
peals to everyone. 





Because it keeps silver- 
ware from tarnishing, 
» preserves fine furniture 
finishes and protects 
lamp shades and kitchen 
walls from dirt, grease 
and dust. Krylon light- 
ens housework in every 
room in the house. 





casi IN NOW ON 
THE BIG SALES 
9) DEMAND! 


Stock Krylon in the auto- 
matic sprayer, in 8-oz. 


Wy 
a 





bottles, quarts and gal- 


lons, and earn your 
share of the big profits. 
FOSTER & KESTER CO., INC. 
2601 N. Broad St. 
Philadelphia 32, Penna. 


a 





THERE 1S ONLY ONE KRYLON... THE ORIGINAL PLASTIC SPRAY 
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The Spotlight 
Is On Wire Forms 


They’re the center of the pro- 


duction picture! By offering 
many a saving not possible in a 
milled job, Brooks Wire Forms 
and Hooks light the way to 
better products at lower cost. 


M. S. Brooks & Sons, Inc., Chester, Conn. 


Since 1848 


“BROGKS f° HOGKS 





A SUMMER MONEY-MAKER 


MG "dds 












STOPS CONDENSATION 
DRIP FROM COLD 
WATER PIPES 


Nationally advertised in Amer- 
ican Home, Better Homes & 
Gardens, Good Housekeep- 
ing, Parents’ Magazine, Satur- 
day Evening Post, etc. 


EASY TO APPLY 


No tools or fasteners needed. 
It's simply wound around 
straight pipes, valves, joints, 
tees, etc. 

Roll covers about 10 feet of 
/,"" pipe. List price $1.69. 
Higher west of Rockies and 


Canada. 
Price to Dealers, 

List less 33 1/3% $4352 
Packed 12 rolls to carton Per doz- 
ORDER THROUGH 
YOUR JOBBER 


Write for free circular and 
dealer helps sheet. 


J. W. MORTELL CO., 508 Burch St., Kankakee, Ill. 
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less expensive than three months ago. 
Wire is down 30 per cent, pipe 20 per 
cent and outlet about 15 per 
A plumbing contractor fills out 


boxes 
cent. 
the story, saying: “Materials have drop- 
ped 10 per cent to 25 per cent over the 
past four months.” Lower lumber costs 


are a big factor in bringing down over- 


and winter general catalog, being mail- 
ed recently, contains prices an average 
of 6% per cent below those in Sears’ 
spring and summer general book, and 
8 per cent under last year’s fall and 
Of the nearly 100,000 


items listed, prices of 62 per cent were 


winter catalog. 


lower, 35 per cent were unchanged and 


The 


largest cut below spring and summer 


all material costs. Typical is the re- 3 per cent moderately higher. 
port of a Pittsburgh contractor: “Lum- 
ber costs are now 15 per cent to 20 per 
cent below 1948’s highs. A year ago 
you had to pay from $107 to $120 per 
thousand board feet to get the type of 
Now 
you can buy most any type you want 
for $90 and under. 
inch thick, which sold for 25 cents a 
square last 
bought for 16 cents.” 
cited by a large Chicago industrial con- 


prices was 31 per cent on automobile 
batteries. Power tools and automatic 
stokers are down 11 per cent; paints, 
12 per cent; men’s work clothing, 10 
lumber you needed for a house. per cent, and automatic hot water heat- 
ers, refrigerators, stoves and washing 
Plywood board, *- machines, down from 9 per cent to ll 
Other items reduced in prices 
can now be in the book as 
with the spring-summer book include: 


per cent. 


foot year, fall-winter compared 


Another factor 
Farm equipment, plumbing and heating 


tractor, is the improved delivery of ma- equipment and carpeting, off 7 per 


terials. Until recently, he said, it has cent; electrical supplies, auto acces- 


sories and freezers, 9 per cent; furni- 
tubes, 6 


taken them about twice as long to com- 


plete a project as it did in normal pre- ture, tires, per cent; house- 


war times. With prompter deliveries wares, building materials and hardware, 


now, building time can be cut down, 5 per cent. 
thereby shaving overhead, supervision, : 


The crop storage problem— 


and labor costs. 
. The government has broadened its “on- 


Mail order prices average the-ground” grain storage program, to 


lower—Sears, Roebuck and Co.’s fall include rye, oats, barley and_ grain 








George K. Walker, 74, oldest employee with 54 years of service, has recently been 
retired by Winchester Repeating Arms Co., division of Olin Industries, Inc., New Haven 
Conn. An office employee in the gun department for many years after he joined Wit 
chester in 1894, Mr. Walker, at the time of his retirement was curator of the Wir 
chester gun museum in the research laboratory. The gun museum contains a com 
plete collection of all guns ever made by Winchester and most of those made by other 
gun manufacturers, as well as many experimental guns. The museum is used by com 
pany gun designers and engineers in the development of new guns. When he first 
began his work at Winchester, the model 1873, was at the peak of its popularity. The 
"73" and its cartridge the 44-40 were favorites of American pioneers, especially W. F. 
Cody, "Buffalo Bill", whom Mr. Walker often saw on the former's visits to the plant. 
1949 
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EW FINGER-TIP TOOL 
IME AND TEMPER SAVER FOR 
ANDYMEN, HOUSEHOLDERS, HOBBYISTS 







SLIPS ON FINGER-TIP 


Yj Grips nats and bolts 
4 wrench-tight in hex 
"4, opening. Adjustable to 
Wy any size finger. Head 
= bends to any working 
angle. 


LE 


GRIPS “HARD TO REACH" NUTS 


Instant connection. No 
fumbling. No disassem- 
VY, bly of confining parts in 
Ye working areas. 


PUTS FIST-FULLS OF SALES 
AT YOUR FINGER-TIPS 


Friced Right Packaged Right 
SELLS ON SIGHT 
Each display carton — 
10 x 10 — holds 24 cards 
..- four of the most pop- 
ular wrench sizes to a ¢ 
card. 


Contact your jobber or 
write manufacturer today! 


OUCH'N’GRIP 
F. E. REDFIELD 
31 Colonial Parkway, Dumont, N. J. 




















Rub it in... 
Level it off .... 
THE DAMAGE IS GONE 





DECTO-STICK 


FURNITURE 
REPAIR KIT 


Effaces dents, nicks and gouges on 
natural-finished or stained wood- 
work - radios - furniture - leather, etc. 


Easily Applied. ‘No heat. Will not 
bleed or shrink. Can be blended. 
Lasts as long as the wood. Takes any 
finish, No drying time required. 

Display card holds 12 cello- 
phane envelopes contain- 


ing one stick each; dark 


mahogany, light mahogany, 
walnut and maple... and 


Straper. 
~ ASK YOUR JOBBER — 
DECTO PRODUCTS CO. - SALEM 2, MASS. 
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sorghums. The Agriculture Depart- 
ment previously had relaxed storage 
rules to permit farmers to obtain 
Federal loans on wheat alone, when 


stored on the ground. Some farmers 
had been forced to liquidate their wheat 
supplies at low prices on the cash mar- 
ket because they were unable to provide 
suitable storage space, which was re- 
quired before the regulations 
Under the revised program, 
farmers can receive government loans 


were 
eased. 


up to 75 per cent of parity for grain 
stored on the ground, providing they 
construct proper storage facilities with- 
in 90 days. 


* * oa 


Good yields of fruit — Fruit 
eaters will have plenty to satisfy them 
this year. Above average production, 
plus large canned fruit stocks still on 
hand from last year, should mean lower 
Packer stocks of canned 
peaches at the start of June were about 
This 


year’s peach crop is expected to be 


prices, too. 
three times the year-ago total. 


around 77 million bushels; last year’s 
was 65 million. Pear trees are ex- 
pected to yield over 33 million bushels 
of their fruit, compared with only 26 
million bushels last year. In California, 
conditions favor bountiful harvests of 
for wine, for 

The state’s 
plum crop is estimated at 94,000 tons— 


all three types of grapes 
table use, and for raisins. 


two-fifths bigger than last year and a 


fourth above average. Sweet cherry 
trees are expected to break all records, 
with a yield of over 120,000 tons. That 
would be more than 50 per cent more 
than last year’s harvest, and 40 per 
cent above average. 


* * * 


Hardware Stores One of 
High Sales Sources 
for Tarpaulins 


WENZEL TENT & DUCK 

» CO., manufacturers of tar- 

paulins and canvas drinking water 

bags, recently announced results of 

its Farm Tarp Survey conducted 
last fall in seven states. 


55.3 Per Cent Use Them 


Of the total farmers interviewed, 
55.3 per cent use tarpaulins, ac- 
cording to Herman Wenzel, presi- 
dent of the company. Farmers 
west of the Mississippi River own 
an average of 3.5 tarps, while 
those east of the river own an 
average of 2.6. On an overall basis 
62.3 per cent of the farmers who 
use tarpaulins employ them most 
frequently for covering grains and 









VACUUM 
COFFEE MAKER 


‘ Ne rr a 
: 
aS | 

















Here's the last word in 
better coffee making—and 
there’s no other like it. 
MEMCO created it of 
GLASS-on-STEEL — dur- 
able Glass for finer, fresher 
flavor—on Steel to end 


«a 
breakage troubles. <*# i 


Don't wait for popular demand to 
catch up with you. Put a gleaming 
white MEMCO Coffee Maker where it 
will catch the eye and watch it sell itself. 





Profit-conscious dealers find it out-sells 
ordinary types many times over 
National consumer advertising and 
smart point-of-sale helps create volume 
—pave the way for repeat match-up 
sales with 16 other Memco utensils. 


Ask your jobber about MEMCO's three 
complete lines of Glass-on-Steel utensils, 
all competitively priced, yet volume- 
produced to give you a handsome profit 
margin. 








Both top bowl and de- 


canter are wide- 


mouthed for easy 


cleaning. 








Unbreakable monel fil- 
ter snaps in or out 
af quickly, rinses clean 


Does not affect taste 











Whistling Vent tells 
when coffee is ready, 
controls water temper- 
ature for best flavor. 











—H4r MOORE 


COMPANY 
Ohio 





ENAMELING & MFG 


West Lafayette, 
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BETTER BRAND 


mouse and rat 
TRAPS 


The Best Are 





e METAL OR WOOD TRIGGER 
e FOUR-WAY ACTION 
e OIL TEMPERED SPRINGS 


McGILL METAL PRODUCTS CO. 


Marengo, Illinois 














Cut smooth close-fitting threads—cut quickly, easily 
and back-off pipe without jamming. They hold their 
free-cutting characteristics because: they are ma- 
chined from alloy cutting steel; are hardened oil- 
tempered, drawn and tested, have hob-cut ‘‘backed- 
off’’ teeth with ground points and carefully computed 
cutting angles. 

‘Adjustable’ and ‘‘Solid’’ type dies and chasers 
in sets for ali standard types of stocks and threaders. 
Stocked by Leading Tcol Departments. 
Write for New S-48 catalog just released 


ARMSTRONG BROS. TOOL CO. 
5214 W. Armstrong Ave. 
Chicago 30, U. S. A. 
New York 
San a ' 
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feeds, the survey indicates. Other 
uses listed for tarps included: cov- 
ering trucks, wagons, machinery, 
and as livestock shelters. 

Mr. Wenzel pointed out that 
tabulation of survey results showed 
that only 58 per cent of the farm- 
ers interviewed said that dealers in 
their home towns or trading areas 
carry tarpaulins indicating that a 
large percentage of farmers were 
forced to purchase “away from 
home.” The local surplus store 
showed a slight edge over the local 
hardware store, the farm imple- 
ment store, and “mail order 
houses,” as sources for buying tar- 
paulins. (21.3 per cent buy tarps 
at surplus stores; 19.7 per cent at 
hardware stores; 19.7 at farm im- 
plement stores, and 17.7 per cent 
from mail order houses. ) 


Strength Most Important 
When asked “What influences 


you most when you buy a tar- 
paulin?” 40 per cent of the farm- 
ers called strength the most im- 


portant factor. Some other influ- 
ences named were the waterproof- 
ing of the tarpaulin, its quality, 
size, accessories (good eyelets, 
seams, strong stitching, reinforced 
corners, rope bound reinforced 
edge. nationally advertised, etc. ) 


Fairs Covered 


The Wenzel survey covered the 
Illinois State Fair at Springfield, 
Missouri State Far at Sedalia, Cali- 
fornia State Fair at Sacramento, 
New York State Fair at Syracuse, 
Utah State Fair at Salt Lake City, 
Alabama State Fair at Birming- 
ham, and North Carolina State 
Fair at Raleigh. Interviewing for 
each fair was handled by an inde- 
pendent research organization lo- 
cated in the vicinity of the fair. It 
is felt that these states indicate a 
good cross section of the market 
agricultural-wise. 

A more detailed study of the 
surveysmay be secured by writing 
H. Wenzel Tent & Duck Company, 
1035 Paul Street, St. Louis, Mo. 
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Goods & Services 


(GROSS NATIONAL PRODUCT) 
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“WRIST ACTION” CORD SET 


Wireless swivel plug 
turns, bends, swings, 
spins — eliminates all 
cord wear, 95% 
of all cord 
troubles. Exclu- 


sive, patented de- 
sign. A 


Proven 
Attractive 
display card free. 


RANGE CONNECTORS 


Finest quality cord and recepta- 
cles, including new flush range 
receptacle. Underwriter’s Ap- 
proved. 220 volt, 50 amperes. 
Eliminates costly electrical work 
in connecting ranges. 


your jobber or write direct 
for fuil details and prices. 


DAVIS Mfg. Company 
PLANO 1, ILLINOIS 











Changes 


New products and new 
trade names are constantly 
added to the 
ings for the next Directory 
Number of HARDWARE 
AGE. 


being list- 


Therefore, if you do not 
find in the current issue of 
the Directory Number the 
product you are interested 
in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


7 


HARDWARE AGE 


100 E. 42nd St., New York 17, N. Y. 
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Your Firearms Market 
Among Farm Families 


—— to a recent survey 
made among its subscribers 
by Capper’s Farmer published by 
Capper Publications, Inc., Topeka, 
Kan., and summarized here by spe- 
cial permission of that publication, 
nine out of every 10 farm homes 
report someone using firearms; 
for each 1000 farm homes, there 
are 2369 guns, and firearms are 
used throughout the year by three 
quarters of the farm families. 

Thus firearms and ammunition 
also loom as a steady month-by- 
month promotion for hardware 
dealers among their farm custom- 
ers and not merely as a sports- 
men’s specialty. On the farm, fire- 
arms are used to clean up the pred- 
atory animals that cause crop 
losses. 

In conducting a survey of its 
readers, Capper’s Farmer sur- 
veyed every 400th name on its 
circulation list and 743 returns, 
representing 22.4 per cent of the 
mailings were received. Tabula- 
tions were made on the first 675 
questionnaires returned. 

From the 609 who reported the 
number of firearms used, it was 
indicated that among the farm 
families 709 rifles were used; 751 
shot guns, and 108 pistols. The 
22 cal. was the most popular rifle 
receiving out of 709 mentions, a 
total of 74.8 per cent. The 12-gage 
shotgun had 62.8 per cent men- 
tions; the 16- and 410-gage shot- 
gun, each had 13.2 mentions, and 
the 20-gage shotgun, 8.4 per cent 
mentions. 


Thirty per cent of the homes re- 
ported that they were planning to 
buy a gun within the next year; 
42.6 per cent indicating their 
preference for a 22-cal. rifle; 50 
per cent for a 12-gage shotgun. 

A total of 207,205 rounds of 
rifle and pistol ammunition are 
purchased annually by 579 farm 
homes and a total of 282,036 
rounds of shotgun ammunition are 
purchased, with the 22 cal. being 
the most popular for rifles and 
the 12 gage for shotguns. 

Asked what season firearms are 
used on the farm, 74.7 per cent 
said all year. 





New 


BRILLIANT FIRE 
Utility HEATER 


FOR ALL GASES 











The CENTURY 


A new Utility Gas Heater just 
off the assembly line. A modern, 
streamlined, high quality Heat- 
maker selling at pre-war price. 
Heavy gauge steel construction, 
non-clog cast iron burner, brass 
valve and adjustable air mixer. 
10,000 Btu. Intake. White por- 
celain enamel finish. 


The COMPLETE LINE 


The CENTI RY is but one 
of the full line of Direct 


Heaters . . . from room to 
apartment sizes .. . engi- 
neered for all gases .. . of- 


fering one source of supply. 


DEALERS 


FALL requirements now being 
booked. Take advantage of Bill- 
ing Inducements, Delivery Prior- 
ities and Budget Prices now being 
offered. 


CATALOG No. 49 On Request 


Quality 
HEATING EQUIPMENT 
SINCE 1846 

asia 


4. OHIO FOUNDRY & MFG. CO. 
ati t8*(Maniufadtired § ‘We stan 
STEUBENVILLE: OHIO: U.S.A. 
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GREAT 
NECK 


wg 
A 
L 
0 
N 
: Quality in 
a every tool— 
A at popular prices! 
Y 


¥ Create VOLUME SALES! 


Great Neck 
tools are being 
sold to millions 

each year. Ask 
your jobber for the 

Great Neck catalog— 

key to sales at profit- 
able prices. 


GREAT NECK SAW MERS.., Inc. 


Mineola, New York 





on 
Masonry Drills 


Increase sales to: 
masons, building contract- 
ors, electricians, plumbers 


The Kennametal masonry drill has 
a sapphire hard Kennametal cutting 
edge that will stay sharp up to 100 
times as long as ordinary metal. It 
will drill up to 5 times faster. Holes 
are smooth and true. Turbine action 
in the blade keeps the cuttings out 
and the hole clean. Sticking, binding, 
and stalling are prevented. The bit 
drills stone, marble, cement, asbestos, 
porcelain, asphalt. Sizes %4” to 14”. 
Used in rotary drills, drill presses, 
and hand braces. Sell Kennadrills— 
write for Bulletin KH—today. 


To help you sell we advertise in trade papers, 
Popular Mechanics; and supply dealer helps 














Dealers Wanted! 


KENNAMETAL Arc iatrose PA 
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Manufac- 


American Hardware 
turers Assn., 97th semi-annual con- 
vention to be held jointly with the 55th 


annual convention of the National 
Wholesale Hardware Assn., Oct. 
10-13, 1949, at the Marlborough-Blen- 
heim Hotel, Atlantic City, N. J. 
Arthur L. Faubel, 342 Madison Ave., 
New York City, is secretary-treasurer 
of the manufacturers’ association. 
Thomas A. Fernley, Jr., 505 Arch St., 
Philadelphia, is executive secretary of 
the wholesalers’ association. 


Cotter & Co., fall dealer meeting 
and merchandise show, Aug. 22-23, in 
the company’s office and warehouse, 365 
East Illinois St., Chicago, Il. 


Gift Shows: July 24-29 at Los An- 


geles, Calif., under management of 
W. C. Klingborg. L. A. Trade Fair, 


Inc., 1151 S. Broadway, Los Angeles 
15. July 31-Aug. 4 in the Civic Audi- 
torium, Western Merchandise Mart, St. 
Francis and Sir Francis Drake Hotels, 
San Francisco, Calf.; Aug. 14-18, 
Olympic Hotel and Terminal Sales 
Building, Seattle, Wash.; Aug. 21-Aug. 
24, at the Portland and Benson Hotels, 
Portland, Ore. Show Kay 
Leber, Western Merchandise Exhibitors 
957, 1355 Market St., 
San Francisco 3, Cal. 


manager, 


Assn., Space 

Industrial Supply Convention, 
May 22-24, 1950, at Atlantic City, N. J. 
Conference booths at the Public Audi- 
torium. Convention is sponsored jointly 
by the American Supply & Machinery 
Manufacturers’ Assn., general manager, 
R. Kennedy Hanson, 1108 Clark Bldg., 
Pittsburgh 22, Pa.; National Supply & 
Machinery Distributors’ Assn., 
tary-treasurer, Henry R. Rinehart, 505 
Arch St., Philadelphia 6, Pa.; Southern 
Supply & Machinery Distributors’ 
Assn., secretary-treasurer, E. L. Pugh, 
712 Volunteer Bldg., Atlanta, Ga. 


secre- 


National Hardware Show, Oct. 12- 
15, Grand Central Palace, New York 
City. Frank M. Yeager, 331 Madison 
Ave., New York City, is the director 
of the show. 


National Sporting Goods conven- 


CONVENTIONS 


COMING 












AND 
EVENTS 





tion and show, Jan. 22-26, 1950, at the 
Hotel Morrison, Chicago, Ill. Exhibits 
in booths and rooms. Sponsored by the 
National Sporting Goods Assn., One 
North LaSalle St., Chicago 2; G. Mar- 
vin Shutt, secretary. 


National Wholesale Hardware 
Assn., 55th annual convention held 
jointly with the 97th annual convention 
of the American Hardware Manu- 
facturers Assn., Oct. 10-13, 1949, at 
the Marlborough-Blenheim Hotel, At- 
lantic City, N. J. Thomas A. Fernley, 
Jr., 505 Arch St., Philadelphia 6, Pa., 
is executive secretary of the wholesalers’ 
association. Arthur L. Faubel, 342 
Madison Ave., New York City 17, is 
secretdry-treasurer of the manufacturers 
association. 


Ads Warn of Rackets 


ARNING people against rackets 

is the theme of advertisements 
recently published and broadcast by the 
Jennings, La., Chamber of Commerce. 
Attention is called to the increase of 
schemes to mulct businessmen and the 
general public, especially by peddlers 
and other solicitors. They point out 
how sales talks are designed to appeal 
to the prospect’s ego or sympathy and 
warn that people should not sign any- 
thing unless they know exactly what 
they are signing. 


How to Get 
New Businesses 


The Industrial Development Com- 
mittee of the Columbus, Neb., Chamber 
of Commerce has prepared a list of 
“Potentialities for Columbus” which 
covers kinds of business and _ services 
which are not currently supplied to the 
people of Columbus. Members are 
asked to inspect the list to see that all 
services are mentioned. This list is be- 
ing sent to all colleges in the imme 
diate area to be handed to seniors that 
they might consider Columbus as 4 
city where they might find opportuni- 
ties, 
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“THAT'S A DAILY OCCURRENCE—EVER SINCE HE BOUGHT THAT OCEAN CITY REEL AND MO 


NTAGUE ROD 
OCEAN CITY REELS * MONTAGUE RODS 


Ocean City Mfg. Co., A & Somerset Sts., Phila. 34, Pa. Montague Rod & Reel Co., Montague City, Mass. 











CABINET HARDWARE 
BUILDERS HARDWARE 
CABINET LOCKS 
SCREWS AND BOLTS 
SASH HARDWARE 








COLYMBIAN VISES 


THE BEST MADE 


*% Columbian Vises 
are the standard for 
strength, workman- 
: ' ship and depend- 
Assure satisfied customers and repeat orders / ‘3 ability. Columbian 
because of their fast-cutting, long-wearing : : = Vises offer your cus- 
qualities and uniform excellence. Every ] = tomers the greatest 
shape, size and cut. Made by file specialists a. _ — me —— 
with 50 years of experience. Write for cata- : [ ‘ 1 pire nonantay ther 


sas eat : , ey bie: >quipment. All types 
log describing and listing the entire line. re. \ Bet ie ee oa > 


AM ERICAN SWISS FILE & TOOL Co. : =a your distributor. 
410 Trumbull Street, Elizabeth 1, N. J. 
Also manufacturers of Swiss-Pattern files, i nota ree files, rotary files T H E c e) L U M B ' A N Vv I s E & M F G ° Cc °o . 


and mechanics’ hand tools. 9017 Bessemer Ave. Cleveland 4, O. 




















BUILD STORE TRAFFIC! zien tage 
BOOST PROFITS / with new i 


HANDY-SIZE PANELS OF MASONITE TEMPERED PRESDWOOD IN 


ATTRACTIVE CARTONS. MASONITE CORPORATION, CHICAGO 2, ILL. POPULAR 
MECHAN ee 


(LS Rio alUmiNuM ORIGINATED 1896 AND ALUMINUM 
MAYES GUARANTEES ACCURACY, SERVICE 


ee *AND DURABILITY= euler 


naves Toors MAYES BROS.TOOLMANUFACTURING CO..Inc. PorrAustin.MicH. 


ae 


BETTER PAINT BRUSHES— 


For Home, For Factory, For Master Painter “BRUSHWISE 


WRITE TODAY FOR LATEST CATALOG 
ATTENTION SALESMEN! TERRITORIES OPEN CORPORATION 
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assified Advertising Rates 














Help Wanted, Accounts Wanted 
Business Opportunities 
Representatives Wanted, etc. 


Set solid, maximum, 50 words....... 
Each additional word.. 


Positions Wanted 


(Special Rate) set solid, maximum, 

50 words 

Each additional word......... 

Allow Seven Words for Keyed Address 
or Your Address 











*BOXED DISPLAY RATES 
$8.00 Per Column Inch 











Cuts or special borders not allowed. 
*DISCOUNTS FOR BOXED DISPLAY ADS 
5% discount for 4 or more insertions 

No Agency Commission allowed on Classified 
Advertising. 
REMITTANCE MUST ACCOMPANY ORDER 


Send check or money order, 
not currency or stamps. 


Samples of Merchandise, Literature, Catalogs, 
etc., will not be forwarded to box number 
advertisers unless accompanied by sufficient 
postage for remailing. 


HARDWARE AGE is published every other 
Thursday. Classified forms close 15 days 
previous to date of publication, 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N. Y. 




















f Help Wanted 


MAN WANTED FOR GENERAL HARD. | 
WARE AND PAINT DEPARTMENT. One 
who has knowledge of this business, Permanent 
job with good pay for man who wants to ad- 





vance. State age, experience, salary and any | 
other information you think necessary to se- | 
cure this position. Replies held confidential. 


This store is located in New Britain, Connecti- 
cut. Write Box N-308, care of Harpware AGgz, 
100 East 42nd St., New York 17, N. Y. 





HARDWARE BUYER 


For busy chain of retail stores. Must be 
thoroughly experienced, personable, good 
at detail and acquainted with sources of 
supply. Exceptional opportunity for man 
who has these qualifications, and is willing 
to fit himself into pattern of old established 
live organization. Write giving full details 
as to past employment, duties performed, 
age, education and salary expected. 


Address Box N-33!, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















[Sales Representatives Wanted | 


SALESMEN WANTED BY ESTABLISHED 
HARDWARE JOBBER. Calling on hardware 
and housefurnishing dealers. Several choice terri- 
tories open. Excellent opportunity. Replies held 
in strict confidence. Address Box N-341, care of 
Harpwar_e Ace, 100 East 42nd St., New York 17. 








WANTED: 
SALESMAN | 


now covering the Hardware Trade to sell Lawn 
Seed by reputable Seed House. Several choice 
territories open. Give all details in first letter. 
Drawing against commissions. 
Address Box N-337, care HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















SALESMEN WANTED 


By a long established, well rated manufac- 

turer of a complete line of leather DOG || 

COLLARS, HARNESSES, etc. Opportunity 

for experienced men calling on retail hard- 

ware, house furnishing and variety stores. 

Protected territory; liberal commission. 
Address Box N-298, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 








_] [Sates Representatives Wawited 


FLATWARE AND TABLE CUTLERY MAN- 
UFACTURER—old, established, nationally known 
concern—one of the leaders in its field, is re- 
arranging several important sales areas, on a 
100% protected territory basis. Will consider 
only sales organizations who, through their other 
supplementary factory lines, have the background, 
connections, and entree, to give our line the 
intensive coverage we require; and also the time 
to give it continuous effort. A profitable, worth- 
while major line. Liberal commission arrange- 
ment. Address Box N-329, care of HARDWARE 
Ace, 100 East 42nd St., New York 17, N. 


SALESMEN CALLING ON HARDWARE 
APPLIANCE, AND FURNITURE DEALERS 
as well as other outlets, to sell Electric and Floor 


| Circulating Fans for Summer Season. Radiant 
gas and magazine type coal heaters for Fall and 
Winter Season. State territory. Commission. 
Address Box N-19, care of 


100 East 42nd St., New York 17, N. Y 





SALESMEN CALLING 
DEPARTMENT STORE, 
FARMS, PAINT STORE, 
TORS to handle full line of 
Varnishes. 10% Commission. 


ON HARDWARE, 
FACTORIES, 
AND CONTRAC- 


Excellent opportuni- 


ties and territories protected. Write details, 
present connection, territory covered. Bissell 
Varnish Company, 277 Mountain Grove Street, 
Bridgeport, Conn. 








SPORTING GOODS 


9 Salesmen wanted at once by manufac- 
turer and jobber of sporting goods for 
the following teoritories: 


1. Massachusetts (from Worcester to Pitts- 
field) 

2. Rhode Island and S. E. Massachusetts 

3. Connecticut 

4. Maine; New Hampshire; Vermont 

5. Upper New York State (Albany to Buffalo) 

6. Metropolitan New York City to White Plains 

7. New Jersey 

8. Eastern Ohio; Western Pennsylvania 

9. Hlinois 


We will turn over established territories for 
exclusive representation in the retail sport- 
ing goods, hardware, auto accessory and 
variety trade to qualified men. We are 
manufacturers of Footballs, Helmets, Shoul- 
der Pads, Basketballs, Baseball Gloves, 
Hockey Shin Guards; and jobbers of Fish- 
ing Tackle, Golf Balls, Ice Skates, Skiis, 
and allied lines. We want salesmen with 
proven ability accustomed to earning bet- 
ter than $12,000 a year. We back our men 
with national trade advertising. Satisfac- 
tory commissions and other terms will be 
arranged with the right men. Boston head- 
quarters. Write full particulars. 


Address Box N-335, core HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 


Harpware AGE, | 


Paints, Enamels and | 


[Salea Representatives Wanted | 
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| SALESMEN WANTED. UNUSUAL OP. 
PORTUNITY FOR BIG EXTRA EARNINGS 
now to Christmas. Sell direct to the business 
men you are now calling on, our famous line of 
Deluxe Personalized Christmas Cards, for their 
own use, as good will business builders. Com- 
mission to $20.00 or more per sale. 75 exclu- 
sive designs with customer’s name. Priced $6.90 
to $19.90 per hundred. We also manufacture 
a complete line of lower priced imprint cards, 
Elaborate Sample Book furnished. Write fully 
in confidence. Process Corp., 1954 S. Troy, 





Y. Dept. 13, Chicago 23, Illinois. 


ESTABLISHED MANUFACTURER 
WANTS EXPERIENCED SALESMEN to sell 
Padlocks and Hardware to notions, paper, 
woodenware, hardware, and auto accessories 
jobbers, also variety chains in Texas, Arkansas, 
Oklahoma, Virginia, West Virginia, and Portions 
| of Middle Atlantic and North Central States 
| Protected territory. Commission. State qualifi- 
cations and territory covered. Write Box N-333, 
care of Harpware AGe, 100 East 42nd St., New 
York 17, N. Y. 








THIS LONG ESTABLISHED HIGHLY RATED 
COMPANY offers 75 factory lines to salesmen 
covering retail stores outside of the larger 
cities. Here are seventy-five complete factory 
lines, and salesmen earn a good living handling 
them. It would take you a lifetime to assemble 
so varied an assortment. Write Sales Manager, 
Box N-145, care of Hardware Age, 100 East 
42nd St., New York 17, N. Y. 








Old established, Al manufacturer of paint brushes, 
nationally advertised, is reorganizing and expanding 
its sales organization, and would like to hear from 
| experienced. capable salesmen of high calibre to 
represent it in several desirable protected territories. 
Liberal straight commission basis. Replies held in 
strict confidence. 
Address Box N-295, eare HARDWARE AGE 

| 100 East 42nd Street, New York 17, N. Y. 


| WANTED 











SALESMEN WANTED 


Leading Manufacturer. Complete Line of Leather 
Dog Furnishings, has a few choice protected terri- 
tories open fcr experienced men with following among 
retail hardware and housefurnishing stores. Liberal 
commission. 


Address Box N-250, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 








Some MIDWEST and EASTERN 
territories open 


for salesmen calling on hardware jobbers and con- 
tract builders hardware accounts. Manufacturer of 
SHELF HARDWARE including CABINET HARD- 
WARE will warehouse in territory in cooperation with 
salesmen. 
Address Box N-281, care HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y 


— 
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Gales Reprrentatine Wayed] [Sales Represeniotives Wanted] [Accowla Wanted 


SALESMEN now calling on hardware order 
supply departments and general stores can sub- 
stantially increase earnings by adding to their 
line our Nationally Advertised E. . Car 
Washer; liberal commission, 401 W. 48th St., 
New York 19, N. Y 





SALESMEN CALLING ON PLUMBING & 
HEATING CONTRACTORS, Hardware Ac- 
cunts and Building Contractors. Fast Selling 
Line, Top Quality Brass Items — Plumbing 
Specialties and Supplies. Well Established 
Firm. Commission Basis. Give full information 
in reply. Parliament Products, Inc., 475 5th 
Ave, New York 17, N. Y 





SALESMEN WANTED WITH CAR AND 
FOLLOWING for Our Large Line of Gifts 
made of pottery, wood, pressed wood, metal, plas- 
tie, etc. Different territories still open for rep- 
resentation. References required. Exhibiting New 
York Gift Show, Hotel New Yorker, August 22nd 
to 26th. Address S. & A. Sternklar Co., The 
House of Thousand Gifts and Souvenirs, 2-4 Pay- 
wn Ave., New York 34, N. Y. Phones LO 7-3710 
or LO 7-9169. 





SALESMAN WANTED PROMINENT NA- 
TIONAL PAINT BRUSH MANUFACTURER 
HAS OPEN TERRITORIES for men now call- 
ing on paint and hardware dealers, lumber yards, 
department stores, industrials, etc. Sideline men 
or manufacturers’ agents considered. Good com- 
missions. Territory protected. Write details of 
experience to Box M-672, care of HARDWARE AGE, 
100 East 42nd St., New York 17, N. Y. 





SALESMEN WANTED, RELIABLE ES- 
TABLISHED HARNESS, COLLAR AND 
SADDLERY HOUSE selling complete line in- 
cluding kindred items of saddlery, hardware, 
blankets, hames, chains and leather. Protected 
territories in States of New York, Pennsylvania, 
Wisconsin and New England as well as those 
west of the Mississippi River are available. Only 
substantial aggressive men who are willing to 
work hard and on commission basis will be given 
consideration. Application by letter only. Give 
full information about yourself and your busi- 


a activities over the past five years in first 
letter, 


2, Tennessee. 











DISTRIBUTORS WANTED: 


Items for Hardware and House Furnishing De- 
partments. Well known Products from Coast 
to Coast. Good profit provided for both Re- 


teller and Distributor. Write or telephone for 
information. 
X-L CLEANING PRODUCTS CO. 
207 Lexington Ave. New York 16, N. Y. 
or LE 2-2419 








ees ad 
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SALES REPRESENTATIVES WANTED 


Well Rated Power Lawn Mower Manufacturer with 
bet product in its fleld (including AEAF Pulverizer 
Attachment) is revising distribution system and has 

ings for a few OUTSTANDING Sales Represen- 
latives in Choice Territories. Your application will be 
tteated in strict confidence and no contacts made with- 
®t your permission. Write full details and send 
teent photo to Sales Manager, Box N-323, care of 
TAROWARE AGE, 100 East 42nd Street, New York 








Southern Saddlery Company, Chattanooga | 


FACTORY REPRESENTATIVES WANTED 
to call on Hardware Dealers and Jobbers for 
New Revolutionary Product. Amazing results in 
recent consumer field test. Write Box 4343, Dal- 
las, Texas, for details. 





MANUFACTURERS’ AGENTS 
hardware dealers in Connecticut 
Mass. to sell nationally known hardware lines. 
Established territory. Liberal commission. State 
lines carried and territory covered. Address 
Box N-330, care of Harpware Aca, 100 East 
42nd St., New York 17, N. Y. 


calling on 
and Western 





MANUFACTURER NATIONALLY KNOWN 
PAINT AND VARNISH BRUSH LINE has 
several territories open—New England, Middle 
West, Southwest—Liberal compensation; full 
time or may consider representative with other 


non-conflicting lines in some areas. Advise ex- 
perience and qualifications fully in reply to 
Box N-328, care of Harpware Ace, 100 East 


42nd St., New York 17, N. Y. 





SALES REPRESENTATIVES WANTED— 
OLD ESTABLISHED NATIONALLY 
KNOWN MANUFACTURER of Builders 
Hardware is now readjusting territories and 
representation. Will create openings for several 
experienced representatives who have good fol- 
lowing and understand builders hardware. State 
lines now carried, type of trade covered and 
territory. Address Box N-259, care of Hagp- 


os Ace, 100 East 42nd St., New York 17, | 


MANUFACTURERS’ REPRESENTATIVES 
wanted for the following territories: “Kentucky, 
Tennessee, Mississippi’”—‘‘North and South Caro- 
lina, Virginia, Maryland’—‘‘New York State, 
New Jersey, Pennsylvania’’—‘“Indiana, Illinois, 
Ohio”—“‘Upper New England States.” 
tablished salesmen, who now call on Hardware 
Line Jobbing Accounts, for nationally known and 





Prefer es- | 


advertised manufacturer of both Hand and Power | 


Lawn Mowers. State lines now carried, territory 
and type of accounts covered. Address Box N-338, 
care of HARpwAre AGE, 100 East 42nd St., New 
York 17, N. Y. 








SALES REPRESENTATIVE WANTED 


to cover territory open for the sales of the 
Automatic Window Holder. Foolproof home 
protection. A device that holds the window 
at any desired height. Details in first letter. 
Liberal commission. 


BEE-KAY CORPORATION 
1693 MERWIN STREET, CLEVELAND, OHIO 

















WANTED— 
REPRESENTATIVES 


now calling on hardware dealers to sell at 
competitive prices all sizes of New Black 
and Galvanized Pipe, Seamless Steel Tubing 
Pipe Fittings, Clothes Line Posts and Steel 
Fence Posts on a commission basis. 
Address Box N-292, care HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 

















| Accounts Wanted } 








SALES REPRESENTATIVES WANTED 


Nationally known manufacturer of builders’ hardware 
Weelalties has several territories open in Middle West, 
ineluding Illinois and Michigan. Experienced builders’ 
hardware salesmen covering jobbers and contract hard- 
Ware firms can add substantially to their income, 
Pull information to 


Box N-321, eare HARDWARE AGE 
100 East 42nd St., New York 17, N. Y. 


‘tees 











LINES WANTED 


Appliances, Heating Equipment, Sporting Goods, Gift 
Ware, etc. We know the market and the buyers in 
Furniture Stores, Hardware and Department Stores. 
in Wisconsin, Minnesota, N. & S. Dakota. Very well 

inted i lis and St. Paul. Write 


H. C. STROM 
102 W. St. Andrews, Duluth 3, Minn. 














her 
Stores 
wishes to take on additional lines. 
& Ortego, 920 West Vine St., Opelousas, La 


COVERING HARDWARE 
GOODS JOBBERS 
Middle Atlantic States with two established lines 
seeks 
N-304, 
St., New York 17, N. Y. 


MANUFACTURERS AGENTS calling on Lum 

Dealers, Hardware and General Merchandise 
in Central and Southwest Louisiana 
Address Beadle 


REPRESENTATIVE 
AND SPORTING 
England and the 


MANUFACTURER'S 


in New 
Address Box 


Additional Representation 
100 East 42nd 


care of Harpware AGE, 








NATIONAL DISTRIBUTORS 
Established—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branch Offices 
New York @ Philadelphia @ Detroit 
Cleveland @ Louisville 
Covering all classes of jobbers. We will carry 

the accounts or you can bill direct. 
Write for further information and references. 








SOUTHEASTERN STATES 


Agents. Established 1926. 
Cover trade 4 times yearly. 
Inquiries invited. 


Manufacturer’s 
Staff of 5 men. 
Commission basis. 


McCUTCHEN-SIMPSON, INC. 
9822 N. E. 2nd Avenue Miami 38, Florida 











ACCOUNT WANTED 


BY ESTABLISHED MANUFACTURERS AGENTS 
COVERING OHIO, WESTERN PENNSYLVANIA, 
WEST VIRGINIA, WESTERN NEW YORK, NOW 
COVERING HARDWARE AND LUMBER TRADE. 


Address Box N-326, care HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y 








ARE YOU EXPORTING? 


Established export organization with repre- 
sentatives reaching building and hardware 
trade in all important world markets seeks 
hardware items. Will purchase for own ac- 
count or other terms. 

WESTERN HEMISPHERE TRADING COMPANY 
341 N. Clark St., Ghicago 10, Ill. 








MANUFACTURERS of 
HARDWARE, TOOLS and 
BUILDING MATERIALS 


REPRESENTATIVE AGENT WITH MORE 
THAN 10 YEARS OF EXPERIENCE, !S WILL- 
ING TO TAKE YOUR LINE AS EXCLUSIVE 
AGENT IN MARACAIBO, VENEZUELA. BEST 
REFERENCES TO ORDER. ADDRESS 


JOSE J. BUCOBO 
P. ©. BOX 494 
MARACAIBO, VENEZUELA, S. A. 
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[Accounts Wanted 7 I Bausiness Oppovtunitiea | 





HARD HITTING MANUFACTURERS’ 
REPRESENTATIVE traveling three men through- 
out New England would like a good line of front 
door handles and locksets to complement other 
nationally known lines now carried. We call on 
well-rated retail stores, jobbers and lumber yards 
at least eight times a year. Also have a large 
Boston warehouse. Address Box N-336, care of 
Hardware Age, 100 East 42nd St., New York 17, 

: fi 





SALES REPRESENTATION AVAILABLE | 
TO REPUTABLE MANUFACTURERS ON- 
LY, selling to jobbers of hardware, houseware, 
janitor supplies and variety store merchandise. 
Also sell to Chain, Department Stores and Pre- 
mium Goods Users. Firmly established over a 
period of twenty years, covering Michigan, In- 
diana, Ohio and Kentucky. Address Box N-280, 
care of Harpware Ace, 100 East 42nd St., 
New York 17, N. Y 





YOUNG AGGRESSIVE SALES MANAGER 
will Direct Sales and Advertising for additional 
manufacturer on a commission basis. Has _ na- | 
tional reputation and following. Prefers plant 
within 500 miles of New York. Must make 
products sold to hardware, automotive or indus- 
trial accounts. Due to close contacts will per- 
sonally handle national wholesalers, chains and 
mail order houses. Address Box N-339, care of 
Harpware Ace, 100 East 42nd St., New York 
17, N. ¥. 





[Positions Wanted | 


SUPER SALESMEN, YOUNG, ALERT, 
20 years experience in Hardware Line Seeks 
Position as Manufacturer’s Representative or 
with established hardware house. Address Box 
N-314, care of Harpware AGE, 100 East 42nd 
St., New York 17, N. Y 








RETIRED SALESMAN FOR A NATIONAL 
ABRASIVE MANUFACTURER WANTS 
SITUATION selling to Hardware, Mill and 
Mine Supply Jobbers and Dealers in Arizona 
and Southern California. Large acquaintance 
and good standing in trade. Perfect health. 
Have car. Will furnish references. What have 
you to offer? Address Kulle, 339 W. 
Portland St., Phoenix, Arizona. 





SITUATION WANTED. ADVERTISING 
—SALES MANAGER of Unusual Experfence 
and Ability desires Responsible Position with 
progressive Hardware Company or Manufac- 
turer in Connecticut or New York Area. Over 
10 years’ experience promoting, advertising thd 
cataloging hardware, appliances, paints, house- 
wares and building materials. Excellent ref- 
erences. Address Box N-327, care of HARDWARE 


AcE, 100 East 42nd St., New York 17, N. Y. 


SEEKING PROGRESSIVE, GROWING 
FIRM. Presently employed as hardware, mill 
supplies, phone order salesman and purchaser by 
nationally known’ establishment. Experienced 
with precision, hand and power tools, builders 
hardware, paint, electrical and plumbing supplies. 
Bidding and correspondence. Young, married, 
personable, good education. Address Box N-312, 
care of Harpware Ace, 100 East 42nd St., New 
York 17, N. ¥. 


JUNIOR SALES EXECUTIVE FOR LEAD- 
ING NATIONAL HARDWARE MANUFAC- 
TURER desires Sales Position with reliable 
company. Also experienced in consumer selling 
of housewares. Age 25, married, responsible, 
college graduate with ambition, and ability to 
Think. Well-versed in sales problems of manu- | 
facturers through channels to consumers. Will | 
relocate and travel for position with opportunity, | 
Excellent references. Address Box N-334, care 
of =o Ace, 100 East 42nd St., New York 
a, & ¥. 
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WANTED TO BUY: ESTABLISHED 
HARDWARE AND PAINT STORE in com- 
munity of 15,000 to 30,000 population. Good 
location and reputation essential. Adequate cash 
available, Best references. 
fidential. Reply to Box N-320, care of Harp- 
i Acz, 100 East 42nd St., New York 17, 





YOUNG MAN WISHES TO INVEST $4,900 
in consideration for partnership and active par- 
ticipation in, retail hardware, housewares _estab- 
lishment in Suburban Jersey or Long Island. 
Have 14 years experience as buyer, general man- 
ager and salesman. Will furnish references. 
Address Box N-340, care of Harpware AGE, 100 
East 42nd St., New York 17, N. Y. 


FORK SALE, HARDWARE STORE, EAST- 
ERN NEW YORK STATE (small village). 
Established 25 years — Hardware, Electric Ap- 





Replies strictly con- | 


| 
| 


pliances, Paint, Plumbing Supplies—clean stock— | 
location center business section—2 Story Brick | 


and Wood Building—7 Room Apartment second 


| floor—Large Warehouse. Price $21,000—net profit 


19% on investment. Reason for Selling age and 
other business—no brokers. Address Box N-311, 
care of Harpware Ace, 100 East 42nd St., New 
York 17, N 


HARDWARE—APPLIANCES. Sales $15,000 


month; average complete line ardware, top 
brands; $50,000 stock; complete appliance line, 
Record dept.; attractive store 28 x 110; also 


basement with display room; employ 7; fine for 
partners; low rent; best spot Indiana city of 
4,200; priced reasonable, for quick sale. Ad. 
dress The Apple Co., Brokers, 1836 Euclid Ave. 
Cleveland, Ohio. 

ATTENTION MANUFACTURERS. 
Why not produce your own brand of items? A 
clearing house for inventors and manufacturers 
has a few hundred diversified meritorious hard- 
ware and household patented and pending items, 
These are now being offered to responsible man- 
ufacturers on an exclusive license and royalty 
basis. Address Inventors & Manufacturers Asso 
ciates, Inc., 7 Beekman St., New York 7, N. Y. 





HARDWARE AND HOUSEFURNISHINGS BUSINESS 
FOR SALE 


Good volume. Established 50 years in one place in a 
thriving community near Philadelphia (100% location). 
Reason for sale—poor health. $50,000 cash required, 
This is a most unusual business opportunity for a live- 
wire businessman. Write to 

Adrian Bauer Advertising Agency 


1528 Walnut Street, Philadelphia 2, Pa. 














al ; 
oe 


Your employees want 
to help you build security 


HERE’S HOW 7,500,000 WORKERS ARE DOING IT 


More than 20,000 companies now maintain 
the Payroll Savings Plan, by which their 
employees invest in U. S. Savings Bonds 
automatically every pay day. This Plan 
builds security not only for the individual 
employees, but for their companies and for 
the nation! 

As you know, Savings Bonds pay $4 at 
maturity for every $3 invested. Thus they 
help create a “rainy-doy” fund for each 
Payroll Saver, increasing his security. 


How P.S.P. helps employers 


America’s leading corporations report these 
company benefits from the Payroll Savings 
Plan: As Bonds increase the worker's eco- 
nomic peace of mind, plant morale im- 
proves. Production increases—because 
absenteeism, labor turnover, and the acci- 
dent rate all decline. Relations improve 
between employer and employee. 





Savings Bond dollars are dollars re- 
moved from the spending stream. They are 
deferred purchasing power—an assurance 
of good business during the years to come. 
The Treasury uses net Savings Bond dollars 
to help reduce inflationary credit potential 
in the banking system by retiring short-term 
bank-held Federal securities. So Bonds in- 
crease the nation’s economic security, too! 


Proof that employees want P.S.P. 


Even with today’s high prices, it has been 
proved that between 40% and 60% of 
America’s working millions—at any wage 
level—can and will buy Bonds through 
Payroll Savings if management sponsors the 
Plan and a fellow worker asks them to sign up. 

It's up to you whether they get the chance. 
All the help you need is available from your 
State Directer, U. S. Treasury Department, 
Savings Bonds Division. 


The Treasury Department acknowledges with appreciation 





the publication of this message 


This is an official U. S. Treasury advertisement prepared under the auspices 
of the Treasury Department and the Advertising Council, 
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Get this extra profit NOW! Sell | CONGRESS DRIVES 





MILLER SAFETY HITCH-PINS | 





ation for 








A proven best-seller for implement men; a proven et hs 
ales $15,000 better hitch-pin for the farmer. Now, add the QNGRrss wciwary | HIGHER 
-dware, top MILLER PIN to your hardware stock and watch | 7 “agi DRIVES / 
yliance line, it sell! Case-hardening, handy handle, safety Ske — & PROFITS 
a features, yet the popular %" size sells for only | © —_— 
on ole 85¢. (5¢ higher on west coast.) Fifteen sizes S 
: sale. Ad- and types. } 
Euclid Ave., | 
oe Ask your jobber today. Or write... | FASTER 
—— TURNOVER 
TURERS. 
ra, MILLER PRODUCTS CO. 
la é u 
orious hard- 713-723 CHERRY ST. DES MOINES, IOWA = 
— (JOBBERS: Write for full Information.) 
yonsiDi a 





and royalty 


turers Ase i ‘| GET THIS NEW DISPLAY 
BUSINESS ~~ 


ne place ina 
10% location). 
sash required, 





Coniains 50 individually boxed pulleys— 
in the popular fast-selling sizes and bores. 
You make higher profits and have faster 
turnover when using this handsome, new 















ity for a live- 3-color Counter Assortment with visual in- 
ney WINDOW BRUSH Cellulose Sponge Line ventory control. Write your jobber for new 
ee ae and SQUEEGEE low prices and full information. 


bape a mange a i fast-seller to speed every house- | 
old cleaning job. Women want and BUY the popular | bs 

Minute Dish Mop, Soap Bank, Bath Tub Brush, Win. | C A T A L O G O N R E Q U E Ss T 
dow Brush and Squeegee. Toi-La-Kleen, and the long 


famous standard size Minute Mop and Drainer, and | 
also the new Jumbo Minute Mop for large floor areas. | 


All made of Du-Pont Cellulose Sponge. Write or phone C re) N c R & S S oog D R I V e S 
meme MINUTE MOP (0. chicaco eit 
* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY * MARSHALLTOWN, IOWA 








3750 E. OUTER DRIVE, DETROIT 34, MICH. 



































IT 


urs re- 
ey are 
surance 
> come. 
dollars 
otential 
yrt-term 
ynds in- 
ty, too! 


“we ROD BLANKS 
MAKE AMERICA’S FINEST FISHING RODS 


10 Fresh Water Models » FAST ACTION! Be Sure Wa Genuine Sila-flex 


9 Salt Water Models 


- QUICK RECOVERY! 
Ritiees “+ MAXIMUM STRENGTH! — 
‘chica meme - MINIMUM WEIGHT! g— I 
3-PIECE FLY ROD BLANK pe WILL NOT “SET”! 


THE HIGHEST QUALITY FERRULES ESPECIALLY DESIGNED FOR 
G THIS NAME STAMPED PERMANENTLY 


EACH BLANK, EXPERTLY MOUNTED ON ALL FRESH WATER Write Puce List 
spas Acting por ON THE BUTT OF EVERY BLANK. 





S.P. 


is been 
50% of 
y wage 
through 
sors the 
sign up. 
chance. 
om your 
artment, 


Pacific LAMINATES - 1550 NEWPORT AVE., COSTA MESA, CALIF. 














SCRAPER 


THE LEADER SINCE 1872 soute, 


f a Red Devil Glass Cutters and other glaziers’, 
ww painters’ tools and machines are designed to the 
| 1. times—there’s no substitute for quality 
AS J 
_— 


PAINT CONDITIONER 
. 












! > Send for Catalog 19 
line RED DEVIL TOOLS. Irvington 11,N.J.,U.S.A. 


» auspices 
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ASK 
YOUR 
JOBBER 
TODAY! 
STYLED FOR BEAUTY * GUARANTEED FOR SERVICE 


Distributed exclusively through your jobber 


Made exclusively for 


AMERICAN IMPORT CO., San Francisco, California 




















ADJUSTABLE 


G0 





GEPHART MFG CO. 
1026 W. ADAMS ST., CHICAGO 7, ILL. 
Specialists in Steel Fishing Rods for 

BAIT CASTING © FLY FISHING © SALT WATER FISHINS SPINNING 























DOMES OF SILENCE 


Glide Softly, Smoothly, Silently over all floors 
INSULATED 


One set 4 pieces on 
a two color Blue and 
Orange Counter Dis- 
play Card. Sells on 
sight. Packed 1 set on 
a card, 12 cards in a carton. Sizes: 54”, %” and 1” for all 
wood furniture. Known for 40 years. Also manufacture all 
sizes and types for metal or wood furniture. For sale by 
all leading jobbers. If your jobber is not supplied, write us. 


RGBELT E. MILLER INC. Sole Mfg. 
35 Pearl St., New York 4, N. Y. 
Domes of Silence Division 





DOMES OF SILENCE 
RUBBER CUSHION GLIDES 


ALL Tons 


SENT OM 

















120 

















— 


©0350 Wunder to Advertiser e086 





A 
nN ME ID oc lisa corn enns~ cs sncosesetes <nourecias 2” 
Sn © OU a 2 ae spewicaind vee eubaayaesewn seen semeness 120 
SE NN GING. cose cesses cise cccccccestounions seu eeaseeres 1S 
CIS TIN. ciswiccicciscneseersv dens nnbveeseeseoses 112 
Autoyre Co., The ........ . 12 
B 
CR I es bce bephwenewedeueda «eben cceeeeeeeeecien’ oo 
EE Oe IEE FEM cocdcscecsecceneassrsiecreveseseversestenspevense 16-17 
NN siercvininicacnesivierssasilanenincr ib sesenebeseeeves ses eOieeseee 6 
I DINE, TIE. occ ciccices. covvcccdecricncssesonccosevesetionsens ] 
I Te I, I, Ge vce vicrccccene cn svcewcicncnvessionsevesssewnrsoesiscosedes 110 
TN. MUIR, | oo visicce<ceticindoeeeris hiss csr eeedeeresenesesnegeeoesoescons 115 
Buckly Culinary Products, Inc. ........--.. ec eee cece eeeenereeere eeeeeee 6 
I TS iciduccetsewenesenede census ntvasacnseghsere eee ssenees 12 
Cc 
NE TE Fi Gs cine wewawes dsaccsesedciseresiecscseosesevees ben 12 
Central States Paper & Bag Co. ......-...- 6. cece cece ener eee e nse eeeneres Be 
Chicago Spring Hinge Co. ....... Mebidi ec scunnsecesesd snes ceo enieote tear 12 
Cleveland Chain & Mfg. Co. .......cc. cee cece cece cree eter seneeeenees oo 
Columbian Vise & Mfg. Co. ........0- ccc rec eee cece erence teceenneeeereres . WS 
Congress Die Casting Div. .............-eeeeee cree Lec uact aceanccemmenie cua 
CSory Corp. ..cccccscccccccccccccccccccccccsecsvcccosecscesrscesseccoeces 68-89 
Cummins Portable Tools Div., Cummins Business Machines Corp. ......... 9 
D 
Davis Mig. Co. ......ccccesses ssccsccecescccrssnseeecceerccssscoees 1B 
Decto Products Co. .....ccccc cece cece cc reese eceescccccccsereeesones ill 
Delco Appliance Div. .........--- Ry ERO rE EEE TR EE 6 
Diamond Calk Horseshoe Co. ....... 7 
Disston & Sons, Inc., Henry ......ccceeeeeseeeceeecrercenerererscacececeeres 18 
Domes of Silence .......---seeeeceerees 1m 
Duo Therm Div. of Motor Wheel Corp. I$ 
F 
Ferry Cap & Set Screw Co. ‘ 
Foster & Kester Co., Inc. . 109 
G 
General Electric Co., Apparatus Dept. ; 
Gephart Mfg. Co. ......-.0--seeeeeees = 
Gilmer Co., L. H. ....--eeeeeeeeee : 
Graham Co., Inc., John H. ..... : 
Great Neck Saw Mfrs., Inc. ‘ esa , el : 
Griffin Mfg. Co. .......- nae sia ; 
Grumbacher Inc., M. ...---- : 
Gutter Screen Mfg. Co. 
H 
Hager & Sons Hinge Mfg. Co., C. ...--.--0-e essere : 
Hall-Mack Co. ....-..++++- ln aver seaneuens ‘7 
Hotpoint, Inc. .......600 eee eee eer ee ec reeees 
1 
Independent Metal Strap Co., Inc. oe : 
Ives Co., H. B. ....-ceeeecececes I 
J 
Jackson Mfg. Co. ........ 7 
Jacobsen Mfg. Co. 
K 
In 
Rey-Tile GO. ..cccccccccsvsssscccesces Ree eee Pe eee al 
Hen Geek Co.. ....0800: 3G ; POT ene erent setae M 
Kennametal, Inc. ..... . 
L 
St, i OR ect reccee teen chs ned Sisee eer enssasbsesesseeneseneseuee ' - 


Lockwood Hdwe. Mfg. Co. .... 


HARDWARE AGE, JULY 14, 


Macklanburg 
Marshalltowr 
Masonite Cx 
Moster Rule 
Mayes Bros. 
McGill Meta 
McKinney Mi 
Mechanix Ill 
Miller Produc 
Miller, Inc., 
Minute Mop 
Montague Ro 
Moore Ename 
Mortell Co., 
Myers & Bro. 


Notional Elec 
National Lock 
National Mfg. 
New York W 
North Bros. KN 
Norwich Line 


Ocean City Kh 
Ohio Foundry 


P&C Hand f 
Pacific Lamina 
Parker Mfg. C 
Peck, Stow & | 
Porter Cable h 
Prentiss Waber 
Proto Tool 


Red Devil Too 
Redfield, F. E. 
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Reo Motors, Ir 
Royal Electric 
Russell, Burdsal 


Schlage Lock | 
Schumacher Cx 
Snell Mfg. Co. 


F Southern Metal 


Southern Screw 
Steel Kitchen C 
Stewart Iron W 
Superior Valve 


True Temper C 


Vichek Tool Co 


| Warren Dado Ss 


Westclox Diy. . 


p Wilcox Crittend. 
Wooster Brush ¢ 


© Yale & Towne WN 
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STATESMAN 


NYLON 


BAIT CASTING LINE 


Smoother... stronger ... smaller 
diameter ...and unaffected by 
salt water! Carefully made by a 
Norwich special process—in nine 
tests from 9 to 50 pounds. 

Ask your Jobber Salesman! 


WORWMECH > 


LINE COMPANY, Inc. ~ 
The Line of Champions 
NORWICH, N.Y. 














Sold by leading jobbers 
tee 


SUPERIOR 









SUPERIOR VALVE MFG. CO. 
CLEVELAND 15, OHIO 


FAUCET -) 
INSERTS 

Stop Faucet Leaks 
Make old faucets lb, - q 











COAST TO COAST 


depend upon the complete Wilcox- 
Crittenden line of heavy and shelf 
hardware. Drop forged shackles, 
wire rope sockets, connecting links, 
turnbuckles, thimbles, hooks, eye 
bolts and ring bolts are an integral 
part of every hardware dealer's 
stock in trade. They're all fully 
described *in the W-C Hardware 
Catalog ‘““G’’—sent free on request. 


WILCOX-CRITTENDEN 
“A CENTURY OF DEPENDABILITY" 
77 SOUTH MAIN ST., MIDDLETOWN, . CONN. 











HARDWARE DEALERS FROM. 








on cards 









BRUSHES 


Touch-Up Bronzing 
Marking Varnishing 
Enameling Lacquering 








in 


boxes 


M. GRUMBACHER 


464 WEST 24th STREET NEW YORK | NEW YORK 


Send for Descriptive Folder. 
Order from your Jobber 











Wheu Selling Steet Kitchen 
Cabinets | 


APPROVED BY 


QUALITY 


\TESTED 


STEEL 
KITCHEN CABINET 
INSTITUTE 


For your Protection 
Be sure the steel kitchen cabinets carry the “QUALITY 
TESTED” Seal of Approval which means they have passed 
21 different tests for finish and wear resistance. For further 
information and sales help on selling these “Quality Tested” 
cabinets, write for Bulletin No. #{A-1. 


© STEEL KITCHEN CABINET INSTITUTE 


2 
Dent 140 PUBLIC SQUARE + CLEVELAND 14, OHIO 














Make Your Selection NOW! | 
Quality Screen Door Spring Hinges 


~~(CHICAGO)-~ 


SPRING HINGES 


Chicago Screen Door Spring Hinges 
are of Superior Quality throughout, } 
combining so many features of | 
proven advantage. 

@ Made of heavy wrought metal, 

@ Springs are made of tempered 
steel wire and are entirely en- 
closed. 

@ Have an excellent finish and the 
workmanship is of highest qual- 
ity. ' 

@ Adjustable tension is provided } 
and spring action may be regu- | 
lated according to the size and ff 
weight of the door. 

Hardware Dealers know that Chi- 

cago Spring Hinges are easier to 

sell and that they give lasting satis- jj 
faction to Architects, Contractors 
and owners. 


There Is No Substitute 
for Quality! 





Type suus 


Chicago Spring Ninae Co 


CHICAGO U.S.A. NEW YORK 








e Attractively de- 
signed and finished, 
this little kerosene 
heater is priced right— 
packs a real sales punch. 


Features the Castelli “Blue 
Flame Burner.” 














SELL AC AMANC) 


“ 


Products 
Since 


JACKSON MANUFACTURING CO. 


HARRISBURG e PENNSYLVANIA 
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Since 
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